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Print leaders in 


Northern Ireland 


The British Federation of Master 
Printers has always set the headhne 
for any country in the world in its 
conduct of the aflairs of our ancient 


craft) and = industry,”’ said §S 
Wilson, chairman of the Northern 
Ireland Alliance of the Irish Master 
Printers’ Association, at a luncheon 
in Omagh, Northern treland, to 
welcome Kenneth B. Reid, president 
of the British Federation of Master 
Printers, and Leonard Kenyon, the 
Federation secretary. 

The reception was organised by 
the Northern Alliance of the Irish 
Master Printers’ Association 

Mr. Wilson said it was the first 
time in history that a British Feder 
ation president and secretary had 
ever visited a body of printers in 
Ireland, outside Belfast and Dublin. 


New campaign for 
Truvox 


Truvox Ltd. will soon be launch 
ing an advertising campaign in 
national and trade papers for a 
number of Truvox products 

The Daily Express, Manchester 
Guardian, Yorkshire Post, Glasgow 
Bulletin and Cleaning and Main 
tenance will be used for Juno floor 
treatment machines and Oco indus- 
trial Noor polisher 

Space is being booked in Wireless 
World, Electrical and Radio 
Trading and Wireless and Electrical 
Trader for tape decks, and adver- 
tisements for Truvox tape deck 
Mark III will also be appearing in 
photographic journals and = music 
trade publications, Austen-Johnson 
Advertising Ltd. are the agents 


ee 

She chose the cash 

The monthly sales competition 
staged by Johnson & Johnson Lid. 
has been won this month by the 
owner of a small Belfast draper's 
shop, Evelyn Fergusson. She had 
the opportunity of a two-day visit 
to London or £100 in cash. She 
chose the money 

Last month's competition was 
won by two young assistants in a 
Glasgow chemist’s shop 

Publicity in connection with these 
competitions is handled by Alfred 
Pemberton Ltd 


- 


To The Editor. . 


TV White Paper 
‘gives only the 
barest outline’ 


Six, After reading the White 
Paper on Television Policy one 
cannot help but feel that the 
Government ts paddling in a sea 
which demands strong swimmers 


In ten years’ time television 
will probably be the most 
dominating influence the world 


has known Provided we are 
free from war, television will be 
then as common in the home as 
radio is to-day. Yet in planning 


this great expansion, through 
commercial television, the 
Government sees fit to launch 
the project with a 17 para- 


THIS WEEK 
The small advertiser and the 
coming nylon boom — page 412 
NEXT WEEK 
Greater London Survey 


graph White Paper which gives 
the barest outline of how it ts 
to come about 

In a matter of this importance 
the White Paper should state in 
greater detail the terms of refer- 
ence under which the = new 
Corporation will operate 

Take the reference to 
gramme compames,” which, in 
practice, might be better de- 
scribed as “Station Management 
Companies.” Paragraph 14 
says 

‘In selecting the 

companies and in fixing the 

duration of their contracts, 
the corporation would be free 

fo give opportunities to a 

number of companies. If the 

corperation felt’ obliged to 
terminate the contract of any 
company for whatever reason, 
it would be necessary to have 

a quick change-over to the 

succeeding contractor: other- 

wise the public would be de 
prived of service.” 

It is reasonable to assume that 
any company which is set up for 
the purpose of managing a com- 
mercial television station,  in- 
cluding planning and providing 
programmes, will need large 
financial resources. No one will 
consider building such an organi- 
sation on a short-term basis. In 
fact, one will expect such an 
organisation to be built for an 
indefinite period, not just a few 
years 

Yet paragraph 14 infers that 
the company is no more than a 


“Pro- 


programme 


variety agency or film produc- 
tion company which can be hired 
or fired at short notice. It also 
infers that other ready-made 
organisations will be waiting to 
step in 

This would be like replacing at 
short notice the technical, creative 
and production staff of the B.B« 
in London 

From the way paragraph 14 
reads at the moment, it looks as 
though it is planned to give 
“opportunities to a number of 
companies” through short con 
tracts rather than more stations, 
and it is not easy to see how 
this will work satisfactorily 

No doubt there is an answer 
to this and other matters which 
arise from the White Paper, but 
it is up to everyone to voice 
their criticisms now in order that 
clarification can be reached be- 
fore the Bill is introduced 


One final word Very little 
has been said about the most 
important person of  all-—the 


advertiser. He hasn't a bottom- 
less purse, and commercial tele- 
vision will need a lot of money 
If it is to succeed, far more 
thought and time will have to be 
given to merchandising than we 
have seen in the past Also, 
there will have to be regular and 
independent research figures 
available concerning commercial 
television 

ALLAN BLOMPiELD 
64 Heathcroft, 
Hampstead Way, 
London, N.W.11 


The salaries paid 


in advertising 


Sik,--When — discussing — the 
salaries paid in advertising «t ts 
important to differentiate —be- 
tween “provincial and = metro 
politan rates of pay As a 
“mature” provincial copywriter, 
I should say that very, very few 
of us indeed attain even £600 per 
annum and those who struggle 
above that figure only do so by 
influencing new business 

The tendency is for 


pro- 
vincially created advertising 
accounts, when they reach a 


really profitable size, to fall off 
into the laps of the waiting 
London agencies. The provin- 
cial agencies are thus repeatedly 
forced back into the business 
shallows and = simply cannot 
afford to pay copywriting salaries 
of the slightest interest to “the 
best of the new material coming 
out of schools and universities.” 
Pen-Ury 
(Name and address supplied.) 
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Posters which pull 


when day is done 


Sir, The Tide 48-sheet 
“Schoolboy” poster has a decided 
advantage over its competitors on 
the hoardings at the present time, 
because, where displayed under 
fluorescent lighting (now so 
largely used by local authorities, 
even for secondary roads) it does 
not cease to be fully effective 
when daylight ceases. 

In fact, the colours chosen, 
especially the two predominant 
ones, turquoise blue and yellow, 
acquire intense luminosity, and 
the poster, in my opinion, be- 
comes doubly effective. Did 
those responsible for colour 
choice have this in mind? 

Many posters are non-effective 
after dark under this form of 
lighting. 

DAYANNITE. 
(Name and address supplied.) 


Ad. characters 
on the stage 


Johnnie Walker, the Bisto Kids, 
Quality Street toffees, Bovril's beef- 
eater, Ovaltine’s lady. Nell Gwyn 
marmalade, and Robertson's golli- 
wog appeared in the Ulster Revue, 
presented by Glasgow Ulster Players 
in the Atheneum Theatre, Glasgow. 

[hey came to life in front of a 
poster station built by David Allen 
& Sons, and rendered musical items 
appropriate to the character or 
zoods advertised. 

Entitled “A challenge to 3-Dimen- 
sionals.” the item was devised by 
Drew Kerr with lyrics by Crichton 
Bridges. 


New journal for 
Goodyear rubber 


Ihe Goodyear Tyre & Rubber Co. 
(Great Britain), Ltd., has produced 
a new quarterly, The Goodyear In- 
dustrial Rubber News, which is 
being sent free to users of Good- 
year products. First (Autumn) issue 
is a |2-page brochure on art paper 
with decorations and headings in 
colour 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


Ne Bae ae 


Walkers 


: (Showcards) Ltd | 
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who reads House & Garden P 


. discriminating people 
whose interests lie 
in their homes .. . 
who appreciate 
contemporary design and decoration . . . 
who know good furnishings 
when they see them... 

modern or antique 
. intelligent people 


looking for new ideas 


wno read House & Garden 


CERTIFIED NET SALES JAN-sUNE 1053 OvER AO. OOO wontniy avenace—THaT's TOP QUALITY CIRCULATION: 


1HE CONDE NAST PUBLICATIONS LTD., 37, GOLDEN SQUARE, LONDON, W..). 


Sennen eee eee eee 
at 
“6 
ns f | / | 
uy 6 oa | 
as 4 
oe ne : 
steno 
PE 
yes, it’s the people with money to spend 
ee 
a 


ADVERTISER'S WEEKLY VOR Novestnerk 19, 1983 


Adding hot metal at an open hearth 
furnace of the Dominion Foundries and 
Stee! Limited. Photo: John Morris Studio. 


ILTON 


THE BIRMINGHAM OF CANADA 


miles south-west of Toronto, offers a prosperous and receptive market 
for British goods. 


ts The City of Hamilton, the centre of Canada’s steel industry, forty 
\ 


There are 546 manufacturing plants providing steady employment for 
The Southam Newspapers more than 80,000 employees whose combined annual payroll exceeds 
The Cente Citecn £91,278,928. In addition, there are the earnings of 30,000 workers 


employed in the retail, wholesale and professional fields. 
The Hamilton Spectator 


The Winnipeg Tribune Surrounding the metropolitan area is a fertile farm belt (cattle, hog 
and sheep raising, dairy and fruit farming) which contributes substantially 
to the rural wealth. Local canneries provide employment for hundreds 
The Calgary Herald of residents in the towns and villages of this area. 


The Medicine Hat News 


The Edmonton Journal The Hamilton Spectator, with a net paid circulation of 84,249, offers 


The Vancouver Province advertisers an adequate and intensive coverage of this prosperous 
community. For full market data write our London representative, Mr. 
F. A. Smyth, 34-40 Ludgate Hill, London, E.C.4. Telephone: City 2784 


THE HAMILTON SPECTATOR 


One of the Seven Southam Newspapers of Canada 
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SCREEN 
AD RATES: 
NO CUTS 


A suggestion by the Incorpor- 
ated Society of British Advertisers 
that in view of a decline in 
cinema attendances “advertisers 
have, for a long time past, been 
getting progressively less value 
for their money” has been chal- 
lenged strongly by the Screen 
Advertising Association 

The Association has sent a de- 
tailed answer to observations in 
the [.S.B.A. News-Sheet (pub- 
lished in ADVERTISER'S WEEKLY, 
October 15) 

The answer states 


“In the first place, it must be 
pointed out that a true picture 
of the situation cannot be arrived 
at by comparing the figures for 
a quarter with those for a full 
year, nor by comparing one 
quarter's figures with those for 
any other quarter. It will not be 
possible to make a true com- 
parison of the situation in 1953 
with that in 1952 until the firal 
1953 figures are published, pro- 
bably in May, 1954. 


The governing factor 


“Further, in making their cal- 
culations, the LS.B.A. appear to 
have fallen into the error of 
relating figures which include all 
Sunday attendances to figures 
which exclude Sunday attend- 
ances or only include some. 

“While it is correct that attend- 
ances have been falling during 
the past three years, it must be 
realised that potential capacity 
has also been falling Any 
fluctuation not only in attend- 
ances but also in potential capa- 
city, whether they be up or down 
must be taken into consideration 
since this is the governing factor 
in arriving at the percentage of 
viewers to potential capacity, 
which is the basis on which ad- 


vertisers are charged by those 
screen advertising contractors 
who operate on a_ percentage 
formula. 


“Disregard, for a moment, any 
fall in potential capacity, 1.e., in 
the potential number of seat per- 


@ Continued on page 445 


How TV with ads 
will be worked 


FIRST STATION NEXT AUTUMN ? 


THE shape of competitive television to come in Britain 

was made clearer this week following the publication of 
the Government’s White Paper, which has been welcomed by 
organised advertising as “broadly following the lines they 


recommended.” 


Subject to the approval of 
Parliament, the Act should be on 
the Statute Book by early sum- 
mer, and the first stations will 
be operating six months later. 

This is how the new advertis- 
ing medium will work: 

There will be four parties to 
the arrangement: 


The Government, as 
sented by the 
General; 

The Corporation, which will 
huild and own the transmitting 
stations; 


repre- 
Postmaster 


The programme companies, 
which will lease facilities from 
the Corporation for transmit- 
ting programmes, which they 
will produce; and 

The advertising agencies. 

It is expected that advertising 
time may occupy up to SIx 
minutes per hour. But in addi- 
tion there will be collections of 
advertisements, or “shopping 
guides” which may last up to 
half-an-hour. 


Advertisements will come be- 


tween programmes; they will not 
interrupt items. 

It is expected, however, that 
where “natural breaks” occur in 
a programme, such as between 
the acts of a play or in places 
where the B.B.C. at present has 


intervals, advertisements will 
appear. 

At a press conference last 
weck, given by the P.M.G., Lord 


De La Warr, and the Assistant 


P.M.G., L. D. Gammans, M.P., 
the former claimed that the 
White Paper proposals were a 


synthesis of two desirables: the 
matitenance of the present high 
standard of television, with the 
introduction of competition and 

private enterprise 
Lord De La Warr, speaking 
unoflicially, estimated that by 
six months after the enact- 
ment of the proposals, “mock- 
up stations” such as were used 
during the Coronation, would 
be operating, and permanent 
stations should be ready from 
@ Continued overleaf. Terms of 
the White Paper—page 406 
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What it will 
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How much will it cost to 

advertise on the new TVY 

medium if and when it 
comes? 

It was estimated this week 

by an expert that the rate 

will be approximately Ws. a4 


minute per thousand viewers 

This assessment is based on § 
the fact that a station serving 
the London area would cost 
£4 million a year all-in to 
run, and on the assumption 
that transmissions would be 
limited to five hours a day} 
(as for the BBO.) 


Peer eeeeceseeeeeoe! 
Big vehicle 


account moves 


AC.V Sales Ltd. have 
appointed Crane Publicity Ltd 
to handle their advertising as 
from January | 

This company is the selling 
organisation covering AEC 
vehicles (builders of the mayority 
of London buses) AEC. en 
gines for industrial and marine 
use, and Crossley and Maudslay 
goods and passenger vehicles 

A new campaign is being 
prepared 


S. C. Peacock branch 
for Manchester 


S.C. Peacock Ltd, of London, 
Liverpool and Birmingham, are 
to open a new office in Man 
chester early in the new year 
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TV White Paper is welcomed by | 


organised advertising 


six to nine months after that. 

It was possible, he said, that 
many of the people who had 
previously applied for licences to 
run stations would now wish to 
function as programme com 
panies. Some of them might 
own or build their own studios, 
but the Corporation would also 
provide minimum studio facil- 
ties for the benefit of smaller 
concerns wishing to become pro 
gramme companies. 

It was expected that the pro 
gramme companies would rent 
fairly big blocks of time, which 
they would sell to advertisers 
whose agencies would produce 
the advertisements. 


ISBA—IIPA 
STATEMENT 


Below is the text of a joint 
statement by the Incorporated 
Society of British Advertisers 
and the Institute of Incorporated 
Practitioners in Advertising. 

The LS.B.A. and the Institute 
have noted that the Govern- 
ment’s White Paper follows 
broadly the lines they recom- 
mended in their publications 
Television—-the Viewer and the 
Advertiser and Open Letter to 
the Postmaster General 

It must be pointed out, how 
ever, that the reasons given by 
the Postmaster General or cer 
tain recommendations are not 
necessarily the reasons which 
prompted the LS.B.A. and the 
fnatitute to make such recom 
mendations. 

As the Postmaster General 
states in paragraph 6 of the 
White Paper “there is a_ vast 
difference between accepting ad 
verlisements and = sponsoring.” 
It was the published view of the 
Institute and the LS.B.A. that, 
whilst neither organisation pos 
sessed any mandate to press tor 
television advertising, they be 
heved that if an alternative tele- 
vision service were to — find 
favour with the public and with 
advertisers, it should be based 
on a system by which the pro- 
grammes and the building-up of 
audiences should be the respon 
sibility of the stations and not 
of the advertisers. 


Advisory committees 

Whatever may have been said 
to the contrary, it is the view of 
the Institute and the ISBA 
that the Postmaster Creneral is 
correct in the parallel he draws 
between the acceptance of adver- 
tisements by the press and by 
cinemas, and the acceptance of 
advertisements by television 
stations. 

The two Societies would ex- 
press the hope, therefore, that as 
they stated in the Open Letter 
addressed to the Postmaster 
General “station authorities 
should have the night to deter 


mine. . . what advertisements 
they will accept, how they will 
spread them over their pro- 
grammes and what price they 
will charge for advertisements at 
different times of the day.” 

The LS.B.A. and the Institute 
welcome: 

(1) the proposal that, subject to 

certain safeguards, the pro- 

gramme companies would be 

free to produce their own 

programmes; 

(2) the essentially common- 

sense and flexible recommen- 

dation concerning the regula- 

tion of the advertisement con- 

tent of the programmes in the 
. public interest; and 

(3) the indication that Ad- 

visory Committees may be set 

up to assist the Corporation. 

The Societies take the view 
that an Advisory Committee to 
give guidance on the numerous 
advertising problems likeiy to 
arise would be not only desirable 
but essential 

Welcoming the White Paper 


as “a step in the right direction” 
the Earl of Derby, president of 
the Popular Television Associa- 
tion, stated: 

“The success of the proposals, 
in so far as they envisage a 
public corporation, will depend 
upon the degree of genuine 
freedom from state interference 
which is given to this corpora- 
tion. 

“We shall watch the progress 
of the new legislation through 
Parliament with an_ especially 
attentive and critical eye. It 
seems that the country can look 
forward within a short space of 
time to alternative programmes. 

“In being made responsible for 

rogrammes, private enterprise 
a been put on its mettle. It 
is up to private enterprise to 
mount programmes of such high 
standard and good taste that the 
viewing public will wish to make 
the necessary alterations to its 
sets, so that it can share in this 
completely new source of tele- 
vised information and entertain- 
ment.” 


Cleaner food 
bill affects 
ads, labels 


Ihe Food and Drugs Amend- 
ment Bill which was published 
on Friday proposes to place on 
4 permanent basis the orders 
made under the Defence Regula- 
tions as to the labeliing or mark- 
ing of wrappers or containers 
used with various types of food 
and for restricting claims in ad- 
vertisements as to the presence 
in the food of vitamins” or 
minerals. 

It also proposes to give the 
Ministers of Food and Health 
joint powers to make regulations 
imposing requirements as to the 
labelling, marking or advertising 
of food intended for sale for 
human consumption and the 
descriptions which may be ap- 
plied to such food. 

It also proposes to extend to 
labels and advertisements of 
drugs the rule, which already 
applies in the case of food, that 
the fact that an accurate descrip- 
tion of the composition is given 
shall not preclude a court from 
tinding that the advertisement or 
label, as a whole, faisely describes 
the product or is liable to mis- 
lead as to its nature. 


boots must be tough boots - but nol wn 
healthy boots The best and healthiest | 
material for boots 1 Leather nature! | 
tanned hide It is the only material which | 
\s tough and stil) lets your leet breathe 


With the increasing supply of alter- 
native products becoming available 
the Irish tanners decided it was 
time to educate the public on the 
true value of leather. They 
appointed O'Keeties Advertising 
Service, Dublin, to handle a cam- 
paign which, as reported last week, 
iy using daily, weekly an provincial 
newspapers of the Re; blic. e- 
produced above is one of the 
advertisement 


*Nation’s most effective advertising medium’ 


Claiming that radio would 
never replace the press for news 
or advertising, A. D. Mackie, 
editor of the Evening Dispatch, 
told) Edinburgh City Business 
Club that the newspaper was the 


nation’s most effective advertising 
medium. 
Retail and wholesale, national 


and local businessme; invested 

more in newspaper advertising 

than in any other medium, he said. 
5 1S oe = 
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| FIRST DEBATE 


The first Parliamentary debate 
on the White Paper will take 
place in the House Lords 
about the middle of next week. 
A motion to call attention to the 
Government's proposals relating 
to competitive television was 
tabled in the House of Lords on 
the first day of the new session 
by Lord Reith. This had been 
listed among motions awaiting 
debate for which no date had 
been fixed. 


. 
Preparation of 
. . . 
mailing lists 

Replying, in the correspondence 
columns of The Times, to a 
writer who complained he had 
received direct mail advertising 
material addressed to a deceased 
person, Major C. V. Wattenbach, 
chairman, British Direct Mail 
Advertising Association, wrote : 

“Unfortunately, owing to the 
great extent to which direct mail 
advertising is used these days, 
this sometimes happens; it is, 
however, rather the exception 
than the rule 

“The majority of concerns 
operating in direct mail take 
meticulous care in the mainten- 
ance of mailing lists with a view 
to ensuring efficiency and elimi- 
nating waste. There will, how- 
ever, always be the company 
which does not exercise the 
requisite care nor is willing to 
go to the expense to ensure 
accuracy 

“This Association has, as one 
of its objects, the furtherance of 
the scientific ~_ roach to direct 
mail, one of the ever present 
problems being the selection and 
accuracy of the mailing list.” 


Chips and stew 
in the pack 


Pre-packed potatoes already 
peeled and chipped, pre-packed 
salads ready for the plate, and 
pre-packed vegetables suitable 
for stews will be some of the 
lines on sale when John 
Gardner Ltd. open what they 
describe as “the largest, most 
modern and = most lavishly 
equipped self-service store in the 
country” at Sutton next month. 

The store will have a glass 
frontage 60 ft. long by 12 ft. 
high with a floor area of 4,950 
sq. ft. All leading makes of 
branded goods will be on sale. 

The store will be opened on 
Wednesday, December 9, by 
Richard Attenborough and 
Sheila Sim. A mailing shot of 
25,000 brochures will be sent to 
housewives throughout the area. 
This will include a coupon worth 
one shilling which will be 
honoured on purchase of a 
minimum of Ss. worth of goods. 

Press advertising in local news- 
papers will start with quarter- 
page spaces leading up to half- 
pages during the week of the 
opening. Digby Wills Ltd. are 
handling the publicity. 
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Appeal Court ruling affects 


401 


survey callers, canvassers 


DAMAGES FOR INJURY CLAIM FAILS 


THE Court of Appeal has held that an advertisement 

canvasser is not an “invitee” and so cannot, in most cases, 
recover damages against the occupier if the premises he is 
canvassing are unsafe and he sustains injuries. The reason 
for this decision was that while the canvasser had a business 
interest in the visit the occupier had not. 


The Court allowed the appeal 
of Stephen Abbot, a_ builder, 
against a judgment of Mr. Justice 
Ormerod awarding the respon- 
dent, Thomas Dunster, an adver- 
tising agent of Earls 
Gervis Road, Bournemouth, 
£469 3s. damages for personal 
injuries sustained on Novem- 
ber 29, 1950, as a result of a fall 
while leaving the defendant's 
premises, near Canterbury, after 
a canvassing call. 

The Court held that Mr. 
Dunster was himself to blame for 
the accident, and that he was not 
an invitee because the business 
on which he was engaged was not 
one in which the defendant had 
a common interest. 


Important decision 

The term “invitee” is used in 
law (writes a legal expert) to 
denote a person who goes on to 
premises on business which con- 
cerns the occupier and on his 
invitation, either express or im- 
plied; for example, customers 
going in to a shop. It does not 
include persons who go on to the 
premises by the owners’ permis- 
sion but with whom he has no 
business relations. These are 
classified as mere “licensees.” 

The importance of the distinc- 
tion is that the occupier is bound 
to see that the premises are 
reasonably safe for invitees and 
must pay damages if they are 
injured as a result of his failure 
to do so. A licensee can only 
sue if there is a hidden danger 
or “trap” of which the occupier 
knew but did not warn him. 

This decision is of importance 
since it concerns not only can- 
vassers but also such persons as 
market research investigators who 
go from door to door. 

At the highest they are 
licensees. If they go without 
permission on to premises where 
people are not normally admitted, 
or stay after they have been 
asked to leave, they become tres- 
passers and have no right at all 
to compensation for injuries un- 
less they are wilfully caused. 


TV exhibition 


The annual exhibition of the 
Television Society is to be held at 
the electrical department of King’s 
College. Strand, London, January 


7-9. 
Approximately 40 companies will 
exhibit a wide range of television 


equipment for both commercial and 
industrial application and many new 
research items will be on show for 
the first ume. 


Court, | 


6@ec e 
£20,000 is not 
. 
enough 

An expenditure of £20,000 a 
year would not be enough to 
start a national advertising 
scheme for the bedding industry, 
Frank Ramsey, national secre- 
tary, told the north-western 
section of the National Bedding 
Federation in Manchester last 
week. He pointed out that Dun- 
lopillo alone spent £10,000 a 
month on advertising. 

It was reported that through- 
out the country there had been 
a 50-50 response to the proposed 
publicity scheme 

*. Milton, national president, 
said he believed that a £20,000- 
£25,000 scheme could do a great 
deai of good. 


Christmas pudding 
with Dragon’s Blood 


A_ recipe by 


Philip Harben on 
how to make Christmas pudding 
with Dragon's Blood, the old 


English ale brewed by J. W. Green 
Ltd., is being featured in ‘local 
newspaper advertising. 

In addition to their head brewery 
at Luton, Green's have breweries 
at Sunderland, Grantham and Tun- 
bridge Wells, and Dragon's Blood 
is marketed extensively in the south 
and cast. 

The recipe in leaflet form is 
being distributed through off-licences 
and public houses. The press ad- 
verlisements include a coupon 


| 


Produced by Illustrated Newspapers 

Lid. for the use of retailers is this 

seasonable display piece, which is 
about 4 ft. 6 in. high. 


ADVERTISER'S WEEKLY 


Pints through 
the post on 
Watney tokens 


Drinks may now be bought by 
gift token. Watney, Combe, 
Reid & Co., Ltd., public houses 
are now selling Christmas Greet 
ing cards each carrying a token 
“constituting payment in advance 
for beer, wine, spirits or minerals 
to the value of Is. 6d." They 
will be honoured in any Watney 
or associated house. 

The cards, in black, blue and 
maroon, show a man sitting on 
the stomach of Father Christmas, 
each of them holding a pint mug 
of beer. The token ts attached 
to the second leaf, which bears 
a Christmas and New Year good 
will message. Tokens are valid 
from now until January 31, 1954 

The scheme is publicised by 
point-of-sale material, large show- 
cards, and window _ stickers, 
designed by Watney’s agents, 
Foote, Cone & Belding Ltd., in 
collaboration with Watney’s ad- 
vertising department. 


Trade journal stresses the value of 
advertising in local newspapers 


The value of local newspapers 
as advertising media for retailers 
is emphasised in the second of 
the series of business promotion 
booklets produced by Electrical 
and Radio Trading, and issued as 
a supplement to the November 
issue. 

The introduction says 


“Take a careful look at the 
next issue of your local paper 
In it you will find advertisements 
by famous advertisers, hard- 
headed people who only adver- 
tise in papers where they know 
they will get full value for 
money fhey realise only too 
well the established value of the 
local paper with which the 
national newspapers cannot 
compete. Contact with readers 
is more friendly and intimate, so 
that the paper comes to have an 


What is claimed to be the first night 3-D advertisement appears this week 


in ‘Picture Post’’- 


a full page for Lucas electrical equipment 


This picture, 


which occupies most of the page, was taken by Carl Sutton 


authority all of its own. This 
authority also takes in the adver- 
tisers’ announcements -and that 
is the strength of the local paper 
as a sales ally.” 

Compiled by A. T. D. George 
the bookfet contains practical 
advice on press advertising and 
nearly SO layouts, complete with 
copy, for retailers to use. No 
copyright charge is made for the 
use of any of these advertise- 
ments 

Supplies of the supplement are 
now limited but Electrical and 
Radio Trading has made a 
special “priority” arrangement to 
assis! advertisement managers of 
local newspapers. If the promo 
tion manager, 96 Long Acre, 
W.C.2, is advised by an adver 


tisement manager that a_par- 
ticular retailer in his district has 
not seen the supplement, the 


journal will do its best to supply 
him with a copy. 


Boots’ big spaces 


To advertise their range 
Christmas goods, Boots are using 
exceptionally large spaces in Woman 
and Woman Christmas Extra 

In this week's Woman (Cssue 
dated November 21), they have a 
double-page spread displaying over 
* items. It is one of the few 
two-page advertisements ever to 
have appeared in this magazine, 
and the rst of that size to be used 
by Boots 

Woman Christmas Extra, to be 
published on November 24, carnes 
a four-page advertisement compris 
ing a double-page spread backed 
by two single pages facing editorial 
This is on similar lines to the 
Woman space but displays a wider 
range of goods 

ts are using Woman and 
Woman Christmas Extra exclusively 
for these advertisements, both of 
which include an order form which 
may be handed in at their nearest 
branch or posted 


of 
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ADVERTISER'S WEEKLY 


Club News 


Women’s Club 


Whale of a problem 


Circus publicity problems were 
touched on by Bernard Mills, son 
of Bertram ills, in a talk at the 
Women's Advertising Club of Lon 
don dinner 

Letting people know the circus 
was in town was the main difficulty, 
he said Ihe national advertisers 
had all the good billposting sites 
and newsprint shortage made it 
difficult to get space in the papers 
About five years ago, a circus ad- 
vertisement appeared among ‘Jobs 
Wanted.” 

He told how his father got police 
permission to transport a 70-ton 
whale through London by night. 
Feeling that might transport did not 


offer much opportunity for pub 
licity, he had a talk with the lorry 
driver—and a wheel came off in 


Piccadilly Circus! 
Coventry 
. . . 
Education group's 
novel scheme 


The education group of Coventry 
Publicity Association has enrolled a 
number of students who are studying 
for the diploma cxaminations of the 
Advertising Association 

In addition to the theoretical in- 
struction specially arranged, the 
students have been split into groups 
to work on the practical preparation 
of a complete advertising campaign 
desizned to launch a new product 

The campaign has been broken 
down into tive major phases and 
each month a visiting specialist will 
speak on his particular subject and 
answer que stions 

The first of these lectures was 
by R. M. Carpenter, a director of 
Foote, Cone & Belding Ltd, who 
dealt with “Product 


Analysis.” 


“Keep the profit motive out of 
television,” pleads Fenner Brock 
way, M.P. for Eton and Slough 


(standing), during a discussion on 

advertising held by Berks and Bucks 

Publicity Club A. Everett Jones 

(right) is all set for his forthright 

reply on behalf of advertising. In 
the chair, J. F. Derry 


Sheffield 


When everyone is 


. r y 

sick of TV 
In time, television will become an 
automatic amusement as simple as 


radio. It will be in everyone's 
home and everyone will be sick 
of it. 


So said D. Buckland-Smith, press 
and publicity manager of Belle eee 
Manchester, addressing Sheffield 
Publicity Club. 


Vn 


‘Present commission system 
is best—dehbate verdict 


A motion that the advertising agent should be remunerated 
by the advertiser and not by means of commissions from media 
owners and suppliers was defeated by 127 votes to 79 at a 
Publicity Club of London debate on Monday. 


Proposing the motion W. A. Slow, 
director of Marshall and Snelgrove, 
said that the advertising agent was 
the agent of the advertiser, not the 
media owners. 


Ihe agent had grown in status 
The booking of space had become 
a minor part in his work. To-day 


he must be a writer, 
Statistician, economist, 
prophet. Yet the 
arrangement remained. 

“It is contrary to all business 
ethics that the servant of one man 
should be paid by another,’ Mr 
Slow declared. “It is like telling a 
doctor that he must go to the 
chemist for his money, or the archi- 
tect that his bill would be paid by 
the builder.” 

The dangers of price-cutting were 
outlined by Norman Groome, direc 
tor of Erwoods Ltd., opposing the 
motion. He felt that if the agent 
depended on the advertiser for his 
profit it would probably become a 
question of “He who pays the piper 
calls the tune."” Both advertisers and 
media owners would tind their over- 


psychologist, 
planner and 
commission 


heads increasing without the com- 
mission = system. The advertiser 
would he looking for a way to cut 


costs, and the agent would probably 
be the one who suffered. 


Discipline and danger 


Organised advertising had been 
able to apply a measure of discipline 
to the profession through — the 
medium of the commission system 

“Take away the discipline and 
there is a danger that you will see 
advertising go back one hundred 
years,” he said. 

Supporting the motion, 
Platten, advestising 
Aertex, and Vantella, pointed out 
that advertising agents drew their 
lite blood from enterprise and com- 
pettion. Without competition they 
would be out of a job 

“And yet the agency business ts 
one profession that doesn’t exist 
on competiuon,” he said. 

Cut price tirms in other trades 
invaniably went under. It was not 
always the cheapest firm that got 
the job. “We give a printing job to 
the right man who does the best 
job at the nght price,” he said. 

B. G. Tozer, a West End bank 
manager, opposing, said that if the 
system of commission were abolished 
the whole edifice of organised adver- 


George 
manager ot 


tising as it stood to-day would 
collapse. 
Bristol and West 
al . . . . 
Sales initiative 


and new packs 

“Packaging is one of the things 
which =e modern civilisation 
— G. H. Rosam, chairman, 

ational Institute of Packaging, told 
Bristol and West Publicity Club. 
Ruinous results could follow from 
faulty packaging for the export 
market, he said. Asked why more 
original containers for oil, milk and 
other liquids were not used by 
makers in this country, he pointed 
to the high cost of re-tooling and 
designing, but agreed, in many 
cases, British industry lacked young, 
imaginative men in the sales depart- 
ments. 


editor-in- 
chief of the “Daily Record’ and 
guest speaker at the Glasgow 
Publicity Club luncheon, presents 
Bert Clarkson with the Southwood 
Cup which he won at the Autumn 
golf match of the Publicity Club 
Golf Circle 


Cotswold Club 


planned 


A “Publicity Club of the Cots- 
wolds” will probably be launched 
in January. 

Following on a meeting 
addressed by Ivan Luckin, past 
chairman, Publicity Club of Lon- 
don, and chairman-elect, Club 
Development Committee, a tem- 
pane working committee has 

een formed. Secretary is War- 
rick A. Cleaver, 22 Southgate 
Street, Gloucester. 

The club is expected to draw 
for its membership on Glouces- 
ter, Cheltenham, Stroud and 
other parts of Gloucestershire 
and as far afield as Hereford. 


Alastair Dunnett (right), 


Nottingham 


‘The big talkers’ in 


public relations 


Miss Sybil Weir, a 
Thomas Swarbrick Ltd., told Not- 
tingham Publicity Club that there 
are at present “too many theorisers 
and expounders in the public rela- 
tions business.” 

“The big talkers are rarely those 
who show results,”’ she added, ‘and 
it is results that count. It is hard 
to define what they are, but there 
ts no mistaking a good job well 
done when you see it. People 
sometimes scorn press cuttings, but 
nevertheless they are the backbone 
of most campaigns.” 


director of 


Birmingham 


Caution urged in 

choice of pictures 

The effect of pictures of scantily 
clad women upon people who are 
sub-normal could be quite dan- 
gerous, C. FE. Garland, principal 
probation officer for the city, told 
Birminghara Publicity Association. 


He pleaded for caution in the use 
of “sensational” pictures in the 
editorial and advertisement columns 
ot the press 


Novemerr 19, 1953 


North Wales 


te . . 
Vigilance officers to 

. 

be appointed 

The Publicity Club of North 
Wales 1s appointing — vigilance 
officers in all large towns in the 
area and is to consider the forma- 
tion of a vigilance committee 
Norman Stewart, Prestatyn, has 
been appointed as vigilance officer 
for the Rhyl area 
The decision 
sion on 


followed a_ discus- 
bogus advertising, which 
Arnold Jones, managing director, 
Good Publicity Ltd. opened by 


warning of the dangers of booking 


adverusement space from strange 
canvassers 

The chairman, F. A. Bottom, 
suggested that a leaflet warning 


newcomers to business of the pit- 
falls in advertising, should be pre- 
pared by the Advertising Associa- 
tion, and Mr. Jones agreed to put 
this forward at the next meeting of 
the Association. 


Berks and Bucks 


. 

Behind the scenes 

W. R. G. Smith, 
Sunday Express, gave 
Bucks Publicity Club at Reading a 
descniption of the production 
activities behind the appearance of 
a big daily newspaper 

The Daily Express tilm 
lo Press” was screened 


sports editor, 
Berks and 


“And Sc 


. 
In brief 

Janet Murray, prospective Liberal 
candidate for Leith, told the 
Publicity Club of Glasgow that it 
was vital that Britain should play 
a greater role in European affairs 
. George Gamlin, copywriter 
with MeConnell’s Advertising Ser- 
vice, has told the Advertising Press 
Club, in Dublin, that a proper use 
of market research was essential to 
success in advertising. early 
400 attended the Publicity Club ot 
Leeds “3-D Party" at the Capital 
Ballroom, parties coming from 
many agencies . Coventry 
Publicity Association have decided 
tnat named identification lapel 
badges should be = available to 
members at meetings . Roger 
Pryer, director, Pictorial Publicity 
Co., addressed Bradford on display 


ADVERTISING 
DIARY 


Friday, November 20 


DIspLaAyY PRODUCERS AND SCREES 
PRINTERS ASSOCIATION | adies 
Night. Café Royal. 

Pusuicity Civup or GLascow 
luncheon Brigadier G. Menzies 
Anderson on “Some Chindi 


memories."" 
Tuesday, November 24 
PUBLICITY CLUB OF NOTTINGHAM 


Winston H. Bellamy on “Litho- 
graphy.’ Victoria Station Hotel 
7.30 p.m 


REGENT ADVERTISING CLIiB. Dr. 
Mark Abrams on “‘Economics.”’ 

BeRxsS AND BUcks Pus.ictry 
Civs. Lady Dyson, Mayoress of 
Windsor, on “Advertising As I 
See it!" Royal Hotel, Slough, 
7.45 pm 

Wednesday, November 25 

ADVERTISING ASSOCIATION annual 
dinner. Chief guest: Lord Brabazon 
of Tara Dorchester Hotel. 

BIRMINGHAM PUBLICITY ASSOCIA- 
TION Associates’ Cracite. H. Lip:- 
combe on “Publicity and Road 
Safety Birmingham Press Club. 

Friday, November 27 

INCORPORATED SALES MANAGERS’ 
ASSOCIATION. Ladies’ Night. Dor- 
chester Hotel 

INSTITUTE OF PuBLIC RELATIONS 
annual general meeting Caxton 
Hall, Westminster. 10.30 a.m. 
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Another tribute to the trade press 


403 


Survey shows retailers want 
only branded stockings 


D ESPITE serious supply shortages, the most heavily adver- 
tised brands of nylon stockings show up well in a new 


survey among 500 stocking retailers. 
“We are only 
And 64 per cent of them said their buying was 


were unanimous: 
stockings.” 


On one thing retailers 
interested in branded 


influenced by advertisements in the trade press. 


The survey was conducted by 
Knitwear and Stockings with a 
view to the probable “vast in- 
crease” in the amount of nylon 
stockings available to the home 
market next year. 

Oddly, the first three best 
sellers (period not stated) were in 
inverse order to their press ad- 
vertising expenditure (which, 
however, was based on_ the 
Statistical Review of — Press 
Advertising figures only for 
October-December, 1952) 

Aristoc, with 18°75 per cent 
of preferences indicated, spent 
£3,962; Kayser Bondor (15°5 per 
cent) spent £5,652; and Bear 
Brand (13 per cent), £10,730 


Popular names 


Other brands in order of 
popularity were: Morley and 
Brettle’s, both 4°25 per cent; and 
Ballito, Bluebird. Contour, 
Glamour Girl, Minster, and 
Wolsey, all 2°25 per cent. That 
advertising was not the only 


factor influencing sales is shown 
by the fact that Ballito was the 
second highest spender (£7,642), 
while Vayle, the third highest 
(£6,333) accounted for only 1°25 
per cent of sales 

Answers as to the first six 
out of §2 stocking brands which 
“came to mind” proved closer to 


the expenditure figure. They 
were Kayser Bondor (£5,652), 
Bear Brand (£10,730), Aristoc 


(£3,962), Morley (£5,968), Ballito 
(£7,642), and Pretty = Polly 
(£3,296) 

That the trade press is highly 
thought of by retailers is shown 
by the fact that 64 per cent of 
all replies said that they pur- 
chased after reading Knitwear 
and Stockings, and only four per 
cent said that they preferred to 
buy stockings advertised only in 
the national press, to the exclu- 
sion of the trade journals. 


‘One-brand’ displays 

Opinions were fairly evenly 
divided as to the desirability of a 
“one-brand” window display, 42 
per cent voting for, and 58 
against 

One question was: “Have you 
any plans for increasing stocking 
sales next year, when nylon sup- 
plies are more plentiful?” 

Here are some of the answers: 
“Extra pressure will be put on 
sales staff, possibly with in- 
creased commission, etc.”; “By 
selecting a good branded stock- 
ing, which must be smartly 
presented, and pushing it 
NOW!”; “I shall go in for more 


a! see 


local advertising and more win 
dow display.” 

Two out of three retailers 
favoured the formation of an 
“Association of Stocking Re- 
tailers” to put retailer problems 
before manufacturers and whole 
salers 

*See “The 
boom,” page 412. 


All this—and 
sell it, too! 


P. S. Symons told the Incor 
porated Sales Managers’ Associa 
tion in Manchester that a sales 
department 

Had to feel the pulse of the 
market, 

Listen for sounds of the re 
action of customers and the 
activities of competitors; 

Get the taste of the public 
trend so that a forecast could 
be made and the dish made ready 
when the hunger of the public 
was greatest; 

Poke its nose into everybody's 
business and smell out the activi 
ties of competitors; and 

Visualise the objections and 
difficulties which would be put 
forward against the = article 
offered 


PANEL BEATER 
Mrs. Anstice Shaw, space seller 
with Provincial Newspapers Ltd., 
appeared on the B.B.C. television 
programme “What's My Line?’ 
on Sunday. She beat the panel 


coming nylon 


Flare-up over 
Ronson ad. 


D. R. Chrimes, advertising 
manager of Ronson products. 
told “Advertiser's Weekly” 
that an advertisement for 
Ronson lighters, which was 
criticised as being in “deplor- 
ably bad taste” by “Men's 
Wear” has been withdrawn. 

“Men's Wear” stated: 

“The copy was directed at 
women who were compiling 
their Christmas gift lists, and 
they were advised: *. . . don't 
plump for winter woollies, 
razzle-dazzle socks or rain- 
bow-hued ties. Take a man’s 
advice and get him something 
that really does make sense 
to a man—a Ronson lighter.’ 

“It is lamentable that the 
Ronson organisation should 
resort to ‘knocking’ the pro- 
ducts of another industry to 
boost sales of their own 
zoods. 

“This offending advertise- 
ment should not be repeated. 

“How would the Ronson 
suppliers feel if sock and tic 
manufacturers, in order to 
promote scales of their pro- 
ducts, made derogatory com- 
ments about lighters?” 


High speed effort 
Between Tuesday and Friday 
evening last, Nelson Advertising 
Service ew and Kaligraph 
d, 


Ltd. printe 10,000 four-page 
folders, two-colour on tiated 
paper, for the Avon India 


Rubber Co., Lid, to have ready 
for the opening of the Cycle and 
Motor Cycle Show on Saturday 
Avon tyres were used on the 
Norton which broke 61 records 


At the Advertising Association luncheon in Glasgow when J. B. 


Nicholas told Scottish 


a. 


industrialists 
needed a larger and bolder conception of advertising 


and businessmen that Britain 
Left to right: 


Verrinder, W. W. J. Studd, Lord Inverclyde, E. J. Robertson 


and the Hon. Kenneth Weir 
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Here is a Bond Minicar publicising 


the Bond Minicar. Raymond Way 

Motors Lid. of Kilburn are using 

it for customer demonstrations. The 

car's performance is listed on the 
bonnet 


Blinco signs 
start here 


Willing’s Press Service are 
working on a new outdoor ad 
vertising sign using a material 


new to this country Blinco 
Blinco signs have become in- 
creasingly popular in Sweden 


They consist of numerous 
“sequins” which shake in the 
wind. 


The material can be used for 
indoor advertising and display in 
a modified form when the agita 
tion is obtained through the use 
of an electric motor It is being 
used extensively on the Conti 
nent for point of sale showcards 
and display units 

First Blinco 
country will 
Century-Fox 


sign in this 
advertise the 20th 
Cinemascope pro- 


duction “The Robe.” Their 
agents, Allardyce Palmer Ltd, 
have selected a Dominant S:te 


Ad. rates cut for 
slack period 

For the three winter months 
December, January and Febru 
ary, Caravan Times is reducing 
its rates as follows: whole page, 
from £20 to £15; half-page, from 
{ll to £8; quarter-page, £7 to 
ifs 

R. D. Smith, advertisement 
manager, states: “Ihe new rates 
represent a positive contribution 
from my company towards a 
general lowering of advertising 
costs. We feel that this tem 
porary reduction will help the 
important caravan and auxiliary 
industries through what is usually 
a Slack period.” 


PATRA’s travelling 


exhibition 


P.A.T.R.A.'s travelling exhibition 
which has already visited several 
major printing centres in the coun 
try, is to shown in Middles 
brough and Sunderland on Novem 
ber 24 and 26 respectively 

At Middlesbrough the exhibition 
and conference will be opened by 
W. R. Doig of Doig Bros. & Co 
Lid., Newcastle-upon-Tyne, and at 
Sunderland the opening ceremony 
will be performed by K. B. Reid 
president of the British Federation 
of Master Printers At both 
centres a brains trust will be held 
in the evening 
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Louis Kaufman 
goes back 
to ‘Truth’ 


Louis Kaufman has re-joined 
Truth as advertisement director 
Mr. Kaufman started his career with 
Truth and stayed there for 6 years 
During that time he travelled round 
Europe ten times building — the 
paper's circulation and advertisement 
revenue on the continent and 
became = advertisement) = manager 


general manager and later managing 
director. He left the paper some 15 
years ago and during the intervening 
period was advertisement manager 
of Time and Tide for 14 years. 

* * * 

John P. Wynn, public relations 
consultant and author of the B.B.C. 
quiz” feature “What Do You 
Know?” is to marry the pro. 
gramme’s producer Miss Joan Clark. 


* a * 
At the first annual meeting of the 
Midlands Brench, Incorporated 


Advertising Managers’ Association, 
E. Luscott-Evans (T. 1. Export 
Ltd.) was re-elected chairman and 
. W. E. Yate (Enfield Cycle Co.) 
was re-elected hon. secreta and 
treasurer. J. W. White (Bendix 
Home Appliances Ltd.) was clected 
vice-chairman ; A. E. Upton 
(Cuxson, Gerrard & Co. Ltd), 
press officer; and = A, Reynard 
(Minnesota Mining & Manufactur- 
ing Co.), programme  convenor. 
Other committee members are: 
Cc. R. Bayliss (Cannon Holdings, 
Ltd.) and A. F. Brown (Henry 
Meadows). 


* 7. * 


Lorna Banks has succeeded Sylvia 
M. James as assistant to the director 
of publicity at Robert Pringle & 
Son, Ltd., knitwear manufacturers 
of Hawick, Scotland. Miss James, 
who has been with the publicity 
department for five years, has 
resigned for domestic reasons. 


as, 
=: 


H. fan Fish presided, as chair- 
man, at the amnual lunch of the 
West Ham Park Committee of the 
Corporation of London, at Tallow 
Chandlers’ Hall last Friday. Andrew 
Milne replied to =~ toast of the 
guests, —— | whom was G. P. 


Simon, general manager of the Daily 
Telegraph. 
* * * 


Stewart A. Telfer has joined 
the executive staff of Renova Ex- 
hibitions of Brighton, responsible 
for the organisation of trades ex- 
hibitions in the north and Scot 
land. Mr. Telfer was general 
manager of Official Exhibitions Ltd 
of Folkestone. Prior to that he 
was assistant sales manager with 
Hanovia Ltd. of Slough and spent 
many years in the advertising 
department of |Metro-Goldwyn- 
Mayer Pictures Lid 


On the board 


T. Roberts has been elected to 
the board of Woodalls Newspapers 
Ltd., proprietors of the North Wales 
and Border Counties Group. He 
joined the Group seven years ago 
as commercial manager, and for 
some time past, has acted as ad- 
vertisement manager of the series of 

pers based at Oswestry. Mr. 

oberts was appointed to the 
board of the associated publishing 
company—Hughes & Son Ltd. 
some two years ago. 

* * * 

8. D. Keetch, director of sales, 
and John Armitage, the London 
editor of Encyclopedia Britannica, 
have been appointed directors of 
the company. 


eee oe 


Cecil H. King, “Old Ben’ Festival 
chairman, accompanied by his 
daughter, Mrs. St J. Gore, receives 
a guest at the “Old Ben” dinner 
T. C. Grant, 
director, gen- 
eral manager. 
and media 
director ot 
McCann - 
Erickson Ad- 
vertising Ltd.., 
who has now 
completed 25 
years with the 
agency, was 
entertained to 
luncheon yes- 
terday (Wed- 
nesday) at 
a Londonderry 
House and 
presented with a gift from the staff, 
of a gilt and walnut clock. 


* * * 


Arthur George Waters, editor ol 
the News of the World, died at 
his home at Brockham, Surrey, on 
Tuesday, aged 65. He is succeeded 
by 43-year-old Reginald Cudlipp, 
who was assistant editor. 


* * * 
Cecil H. King, chairman, Daily 


Mirror and Sunday Pictorial, sails 
to-morrow (Friday) for America 


= n 
: =. * 
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The three judges of the Mars ‘‘Show and Sell’ Window Display Com 
tion were (. to r., seated): Harris Kamlish (Odhams Press), C. C. Tull 


(Selfridges), and G. A. Towers 


(Masius & Fergusson) 


Standing : 


H. Hempsall (Mars sales division) and TV. Summer (sales director). 
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New ‘Mirror’ 
pension for 
‘Old Ben’ 


“Old Ben” is to have a Daily 
Mirror, Sunday Pictorial, Reveille 
Pension 1953. 

Maurice Joslin, chairman of 
the management committee, an- 
nouncing this at the 105th 
festival dinner, said that it would 
be a token of appreciation for 
the “magnificent cheque” given 
by Cecil H. King, the festival 
chairman, and for his magna- 
nimous help. Mr. King’s organi- 
sation had been responsible for 
the whole of the advertising and 
production of the programme for 
the ninth Sunday evening con- 
cert at the Coliseum. 

Held at the Connaught Rooms. 
the dinner was greatly enjoyed 
by the 440 people who attended. 


Praise for press 


Toasts of The Newsvendors’ 
Benevolent and Provident Insti- 
tution was proposed by the 
guest of honour, Sir Robert 
Boothby, M.P., who said the 
press in this country was doing 
a worthwhile and an_ essential 
job. He had no doubt that 
democracy as we knew it could 
certainly not survive without the 
press. 

The British press faithfully 
reflected British public opinion. 

Mr. King, who presided, drew 
a compelling picture of the ex- 
cellent work of “Old Ben.” 
Revealing that some 400 com- 
panies and individuals were new 
donors this year, he forecast that 
the finances would achieve a 


record. After referring to the 
diversity of Britain’s press, he 
concluded: “There cannot be 


many things about which all the 
publications would unanimously 
agree all the time. But there is 
surely one—and that is the en- 
during merit of ‘Old Ben’.” 


Three ambitions 


Mr. Joslin spoke of the work 
that had n done towards 
achieving his three ambitions as 
Management committee  chair- 
man: to improve conditions at 
the headquarters in Memorial 
Hall; the establishment of an 
“Old Ben” Retreat; and a record 
membership and income for 
1953. 

The toast of The Guests was 
amusingly proposed by Lord 
Burnham, president of “Old 
Ben,” and replied to by Hugh 
Cudlipp, deputising at the last 
moment for Emanuel Shinwell, 
M.P., who was prevented by 
Parliamentary duties from 
sasintined 


eae allied fo te West Country 


BristoL EVENING POST 


with more than 152,000 daily circulation 
Head Office: SILVER STREET and BROADM! \D, BRISTOL 


Office: 85 FLEET STREET, E.C.4 
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WHITE PAPER OUTLINES COMPROMISE PLAN 


‘Flexible control’ with power to regulate 
TV advertisements 


NOVEMBER 19, 1953 


iy — 
Mico OY a giay eat 


FEWER RULES, LESS INTERFERENCE 
THE BETTER—SAY GOVERNMENT 


THE 


Government’s plans 


for competitive television- 


published as a White Paper last Friday—are designed 
to give “a typically British approach to this new problem.” 
The Government “feels that the combination of effective con- 
trol on the one hand, and greater freedom on the other will 
commend itself, at this stage of television development, to the 
majority of the people of this country.” 


The Government proposes that 
the controlling body should be 
a ge corporation, which 
would own and operate the 
transmitting stations and other 
suitable fixed assets (renting from 
the Post Office any necessary 
connecting links between sta- 
tions) and would hire its facilities 
to privately financed companies 
who auld provide programmes 
and draw revenue from adver- 
tisements. 

“Such an arrangement has the 
pete of offering adequate 
scope for the participation of 
private enterprise and at the 
same time of ensuring effective 
control,” states the White Paper. 
“It would not in any way preju- 
dice future developments when 
further channels in Band III, or 
Bands IV and V become avail- 
able for television.” 


Flexible control 


The corporation would be 
governed by a board of directors 
appointed by the Government 
and would submit an annual 
report and statement of accounts 
to the Postmaster General, who 
would present them to Parlia- 
ment. Like the B.B.C., the cor- 
poration would be given inde- 
pendence in the handling of 
day-to-da matters, including 
inc ividual programmes. 

The corporation would have a 
flexible control over the “pro- 
gramme companies,’ whose 
contract could be the more easily 
modified or terminated since 
they would not have invested 
large sums in fixed assets which 
would be difficult to sell. The 
corporation would have to have 
the right 

(i) to call for programme 
schedules and scripts in 
advance; 

(ii) to require the companies 
to make sound and visual 
records of programmes 
for subsequent examina- 
tion; 

(iii) to forbid the broadcasting 
of specified classes of 
matter; 

(iv) to regulate advertisements. 
These powers would normally 
be held in reserve and used 
only if there was specific reason, 
revealed by complaints, etc., to 
bring the programmes of any 


particular company under closer 
scrutiny. The White Paper con- 
tinues : 


“As regards advertisements, 
the corporation would be re- 
quired to agree with the Post- 
master General the general 
conditions it would impose, 
such as the types of adver- 
tising and classes of advertise- 
ment to be excluded and the 
distinction to be made between 
what is presented as advertise- 
ment and what as normal pro- 
gramme. 

“In practice, the fewer rules 
and the less day-to-day inter- 
ference the better; the need 
would be for a_ continuing 
friendly and constructive con- 
tact between the corporation 
and the companies.” 


The White Paper explains that 
steps would be taken to safe- 
guard the character of the pro- 
grammes and also to prevent 
exclusive arrangements being 
made for the televising to a 
restricted audience of sporting 
and ovher events of national 
importance, Subject to points 
such as these, the private com- 
panies would be free to produce 
their own programmes, to buy 


Triple aim 


The Government's recom- 
mendations are designed to 
achieve three objectives. 

The White Paper defines 
them thus: 

“The first is to introduce an 
element of competition into 
television and enable private 
enterprise to play a fuller part 
in the development of this 
important and growing factor 
in our lives; the second is to 
reduce to a minimum the 
financial commitments of the 
State; and the third is to pro- 
ceed with caution into this 
new field and to safeguard 
this medium of information 
and entertainment from the 
risk of abuse or lowering of 
standards. 

“It is the public corpora- 
tion, with directors appointed 
by the Government and free 
from risk of outside pressure, 
which will be basically 
responsible to the Postmaster 
General, and through him to 
Parliament, for the standard 
of new programmes to be 
shown on the _ television 
screens in our homes. 

“With this important and 
fundamental safeguard, and 
with the limitation of the 
corporation's financial com- 
mitments to the provision and 
operation of its stations, etc., 
private enterprise will be 
given ample scope, in provid- 
ing the programmes, for its 
resources, initiative and flexi- 
bility.” 


or contract for programmes 
prepared by outside bodies 
specialising in this type of work, 
to put on documentary films or 


Advertisers not responsible 
for what goes on the air 


The White Paper states: 

“Most of the misgivings 
which have been expressed 

- about commercial television are 
based on the assumption that 
it could be provided only by 
what is usually described as 
‘sponsoring, i.e., that adver- 
tisers would hire time on the 
television transmitters and pro- 
vide and control their own 
programmes. 

“This however is not so; the 
Government has decided as a 
basic principle that there should 
be no ‘sponsoring’ and that the 
responsibility for what goes out 
on the air shall rest upon the 
operator of the station, and not 
on the advertiser. 

“There is a vast difference 
between accepting advertise- 
ments and sponsoring. The 


press accept advertisements but ; 
they remain responsible for - 
their own news and editorial ¢ 
columns. Cinemas show adver- ; 
tisements in the intervals, but 
their programmes are not - 
sponsored by advertisers. 

“It has been suggested that, 
unless advertisers were allowed 
to sponsor, i.e., to control the 
television programmes that went 
out over the air with their ad- 
vertisements, television would 
have little attraction for them 
as an advertising medium. 

“The Government has con- 
sulted representative advertising 
bodies on this point and is 
satisfied that separation of ad- 
vertisements from the pro- 
grammes would not prejudice 
the financial success of the new 
television service.” 


POLITICS AND 
RELIGION 


The Government proposes a 
withdrawal of a suggested ban 
on politics and religion. 

The White Paper states: 

“Although there may be vary- 
ing views on this subject, the 
Government feels that, as com- 
mercial broadcasting under the 
new scheme would be controlled 
by a public corporation, the 
case for withdrawing the ban on 
politics and religion proposed in 
the Government’s previous White 
Paper is made stronger. 

“The ban could be withdrawn 
either at once or after a period 
of practical experience of the 
working of the new system ol 
commercial television. 

“The atrangements for allow- 
ing broadcasting on these topics 
as part of the commercial pro- 
grammes would follow those 
already adopted for the B.B.C.: 

(a) for religion: a Central Re- 

ligious Advisory Committee, 
with regional committees; 

(6) for politics: impartiality in 

the treatment of all contro- 
versial issues, and subject to 
agreement (revised from 
time to time) between the 
Parties and the B.B.C. on 
party political matters; 

(c) the Corporation is not 

allowed to broadcast its own 
views.” 


“shoppers’ guides” prepared by 
advertisers, or to provide other 
programmes, e.g., from theatres, 
sports events, public spectacles. 

The Postmaster General would 
specify maximum and minimum 
hours for broadcasting each day. 

In selecting the programme 
companies and in fixing the 
duration of their contracts, the 
corporation would be free to 
give opportunities to a number 
of companies. 

Discussing frequency channels 
the White Paper states that the 
corporation would initially be 
given the use of two channels 
in Band III and, in conformity 
with the Government's exper- 
mental approach to the question. 
would begin with stations in 
London, and possibly two other 
large centres of population. 

The corporation would require 
adequate finance to pay for its 
stations, studio equipment and 
running expenses. Capital would 
be provided by advances from 
the Treasury at a rate of interest 
and on terms of repayment to be 
settled by them in consultation 
with the Postmaster General 
These advances would be repaid 
from revenue received under the 
contracts with the programme 
companies; and any _ surplus 
revenue could be employed to 
diminish the need for future 
borrowing. 
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, MEAN father and son both getting suits made to 


HAHAHA 


measure ? 


nh 
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Not only that, but I know they can well afford it. At one time they 
would never have dreamed of coming to people like us for suits. 


With the biggest daily 


net sale on earth the 


More and more of them are doing so. By and large they’re the 


UUIIILUILUUVOULUL 


Daily Mirror offers the people with the money to spend nowadays. That chap works 


most powerful mass market in a factory I should say. What with overtime he probably 


coverage in the history of knocks up £15 a week or more. His son might well be making 

another £7 or £8. And they don’t have the overheads that you 
tt 

sit dimaiiciaiatdeahaael and I have you know. 


LUULLULHUUUNUTEEO EIU 


lowest square inch per I’m sure they don’t. They get canteen meals. They save fares by 


living close to the job and in a lot of cases pay subsidised rents. The 


EL 


i] 


thousand rate of all 


| 


' ms statisticians would describe them as the mass market, and it’s the 
national dailies. 


AIIUUIUIMIN 


only market worth bothering about if you ask me. 


DAILY MIRROR 
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Advertisers suggest 
exhibitions code 


ROPOSALS formulated by the Incorporated Society of 
British Advertisers, to be observed by promoters and 
organisers of exhibitions, have already received an encouraging 
response from a number of leading exhibition organisers and 
are now being considered by the Association of Exhibition 


Organisers. 

As summarised in the Society s 
News Sheet, the general prin 
ciples include the following 

Copies of the prospectus and 
contract form should be lodged 
with the L.S.B.A. before general 
circulation 

No new trade exhibition, other 
than a project sponsored by « 
trade association, should be held 
without the approval of — the 
appropriate trade associations of 
the industry concerned 

When enlisting exhibitor sup 
port for new projects, organisers 
should be prepared to give a 
definite undertaking on the 
nature and extent of advance 
publicity. 

Except where organisers are 
responsible for supplying shell 
stands, conforming to a stan- 
dardised pattern, the granting of 
a monopoly to a firm or indivi- 
dual to act as sole official con- 
tractor to carry out work to the 
requirements of exhibitors 
should be avoided. 

If an exhibitor is not permitted 
to make his own arrangements 
for stand construction, electrical 
installation, ete., he should be 
allowed to choose between the 
services offered by no fewer 
than three officially appointed 
contractors. , 

Controversial issues should be 
referred to an arbitrator. 

Certified “free and “paid” 
attendence figures should be 
available to exhibitors as soon 
as possible after the close of 
the exhibition 

The Society also recommends 
organisers to include certain 
“standard clauses” in contracts 
loo often, it is alleged, contracts 
appear to give maximum pro 
tection to the organisers and 
very little to exhibitors 


NTP exhibition 
dates next year 


Ihe National Trade Press are 
running the Style For Men Ex- 


hibition, which will include 
mannequin parades, compeéred 
by Peter Brough and Archie 


Andrews, March 1-5, 1954. The 
Household Textiles and Domestic 
The “Daily Mail” Ideal Home 
Exhibition will revert to its pre- 
war hours—-10 a.m. to 10 p.m.— 
at Olympia next March. 
Linens Exhibition is being held 
February 22-26. Both these Ex- 
hibitions will be at the Royal 
Festival Hall, London. 

Ihe National Fabric Fair, 
which deals with the women’s 
side of the trade, is again being 
held in 1954 at the Royal 
Festival Hall, October 4-8 inclu- 
sive. 


Beauty and the 
printed ad. 


A tribute to printers was paid 
by W. L. Andrews, editor of the 
Yorkshire Post speaking at the 
diamond jubilee dinner of the 
Yorkshire Centre of the Printers’ 
Managers’ and Overseers’ Asso- 
ciation at Leeds 

He told them: “You help to 
make advertising beautiful and 
compelling. There are many 
citizens who get more pleasure 
out of a beautifully designed, 
beautifully coloured, beautifully 
illustrated, beautifully — printed 
advertisement than out of many 
of the canvases of an art gallery.” 
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To test the sales appeal of new Batger packs and display material this 
model sweet shop has been installed at the Clapham Common offices of 


Batger and Co., Ltd. 


The picture shows A. J. S. Butler, Batger’s publicity 


manager, making a ‘‘sale. 


Widening role of research 
in sales promotion 


HH OWEVER unusual a marketing problem there may well 

be a research prescription for tackling it, T. Le Mesurier, 
a director of Attwood Statistics Ltd., told the British Sales 
Promotion Association in London. 


“There is a tendency to look 
on marketing research as run- 
ning in certain’ well-defined 
grooves—and only to think of 
using it for a limited list of 
familiar and accepted purposes,” 
he said. 

“Any such restriction means 
missed opportunities, because 
the more sales promotion can 
be planned on market measure- 
ment as well as on marketing 
know-how, and the more its 
effect can be assessed by detailed 
measurements of results, the 
better its job can be done.” 

After listing the types. of 
marketing research which had 
already achieved general accept- 
ance, Mr. Le Mesurier went on 
to give a series of specific ex 
amples of situations in’ which 
marketing research had done a 
job, and which did not directly 
fit into the generally accepted 
list of applications 

The examples were drawn 
from the field of branded con- 


THE LIGHTER TOUCH HELPS IN DIRECT MAIL 


Care in using humour in direct 
mail was recommended by R. I 
Williams, publicity and sales 
promotion manager of Bradbury, 
Agnew & Co,, Ltd. (publishers 
of Punch), ina talk to the British 
Direct Mail Advertising Associa- 
tion, of which he is a council 
member 

He believed that if one were 
trying to sell, in a direct mail 
letter, something costing more 
than, say, £1, the addressee would 
regard it as quite a serious matter 
and would expect the seller to 
regard it as serious also. But 
when it came to reminder or 
institutional direct mail advertis- 
ing or a persistent campaign, it 


might be a little boring merely 
to reiterate the virtues of the 
product and it might be quite a 
good thing to introduce a lighter 
touch 

Bad humour, however, was 
much worse than no humour at 
all. Direct mail advertising, 
unlike press advertising, was 
directed to a particular individual 
and if he did not like your joke, 
you had “had it.” As an example, 
Mr. Williams quoted a direct 
mail shot based on the well- 
known Punch Tube card adver- 
tisement: “Are you an aunt, or 
a sensitive plant. . i 

“You would be surprised at 
the number of people who wrote 


in saying they were not aunts!’ 
he said 

Appealing for a pool of in 
formation about direct mail, 
which he thought could best be 
supplied by the B.D M.A.A.,, he 
said he was totally unable to 
account for the fact that, with 
Punch, three direct mail “shots” 
produced the best result, and for 
The Countryman, two. On the 
other hand, five renewal notices 
all pulled for The Countryman, 
while for Punch three was the 
best number 

Mr. Williams concluded by 
reading some highly — enter- 
taining replies to Punch direct 
mailings 


sumer goods, and among the 
problems dealt with were: 

Is our summer seasonal drop 
due to people buying less or 
to fewer people buying? 

What new customers did we 
get by our bargain offer, and 
are they sticking to us? 

Is there a sufficient demand 
for a larger-sized pack of our 
food product? 

Can we check that the 
timing of our advertising fits 
the frequency with which our 
product is bought? 

What proportion of our ton 
nage is used for babies, and 
what for household use? 


‘Little and often’ 
pays dividends 


Addressing the local Chamber 
of Trade, Cr. D. M. Christelow, 
chairman of Harrogate Corpora 
tion publicity committee, said 
that from the committee's experi- 
ence over the years they had 
come to the conclusion that 
“little and often” was the thing 
for press advertising 

He said, “We have small ad 
vertisements giving the salient 
features, tastefully got out and 
repeaied as often as_ possible, 
and we find that it pays divi- 
dends.” 


BOAC ask 5,000 to 


. 
toy fair 

B.O.A.C. are issuing 5,000 invita 
tions to overseas buyers to attend 
Harrogate Toy Fair, January 9-15 
British Railways will run a “Toy 
Fair Express.” 

H. Richard Simmons, chairman 
of the publicity committee, will 
introduce members of the Toy Fair 
board at a press reception on the 
opening day. The press officer is 
Herbert Harris. 
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Time is money. No one knows that 
better than a business man. And that 
is why so many of them fly BEA. 
Distance is no object. Any European 
city is just a few hours away ; a few very 
comfortable hours away. For BEA has 
Europe’s finest air fleet: turbo-prop 
Viscounts, luxurious Elizabethans— both 
pressurized. Altogether, flying BEA is 
a good proposition... are you travelling 
this modern way yet ? 


MEN WHO REALLY MEAN BUSINESS 


fly BEA 


BREiTisn EUROPEAN AIRWAYS 


FLYING SAVES TIME, SAVES MONEY 
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VISCOUNT 


FIRST CLASS SERVICES 
BY ‘SILVER WING’ 


GIBRALTAR* 
LISBON (new route) 


FIRST CLASS SERVICES 


BELPFAST®* * Ulster Flyer’ 
GLASGOW®* * Clansman’ 


SERVICES AT THE LOW PARES 
ATHENS 
BARCELONA 
BORDEAUX 
CYPRUS 
COPENHAGEN 
PFRANKFURI 
GENEVA 
ISTANBUL 
MADRID 
MILAN 
PALMA 

ROME 
STOCKHOLM 
VIENNA 
ZURICH 


ELIZABETHAN 


FIRST CLASS SERVICES 
BY ‘SILVER WING’ 


MALTA* 
NICE* 
PARIS* 


SERVICES AT THE LOW FARES 


AMSTERDAM 
BRUSSELS 
COLOGNE 
DUSSELDORF 
HAMBURG 
HANOVER 
ROME 


* Also services at the low fares 


All these flights are from London Airport: 
for Timetables and Reservations see 

your Travel Agent, local BEA offices or 
BEA, Dorland Hall, 14-20 Regent St., 
London, $.W.1. 
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COMMENT 


Compromise 


The Government's scheme for 
competitive television offers, 
in the words of the White 
Paper, “a typically British ap- 
proach to this new problem.” 
In other words, a compromise 
which is likely to be accepted. 

Opponents of the scheme will be 
a little less unhappy because 
a public corporation under 
Government control will have 
the power to prevent abuse of 
an influential medium. 

_ Organised advertising is happy 
because, broadly speaking, its 

8 have been 


accepted. 
Agents will be less fearful be- 
cause they will not, after all, 
have to face the expense of 
programme preparation. 


Government tribute 


It is a tribute to the respon- 
sibility of the advertising busi- 
ness that the Postmaster 
General and the Cabinet have 
paid such heed to the advice 
given by the representative 
bodies of advertisers and 


agents. 

Of course, there is much yet to 
be done, and it seems likely 
that the new Corporation will 
follow the Government's lead 
and adopt the proposed Code 
of the Air. 

The proposal that an advisory 
committee should be set up to 
give guidance on advertising 
problems that will arise as the 
new medium is established is 
sound. And organised adver- 
tising will have an important 
part to play here, too. 


Answering critics 


The influence of the constructive 
proposals made by the joint 
L.S.B.A.-LLP.A. committee 
under Cyrus Ducker will 
stamp the future of competi- 
tive TV in this country. 

And that will be a lasting re- 
minder of the part played by 
advertising in the establish- 
ment of a public service. 

Here is the greatest opportunity 
yet effectively to advertise the 
virtues of advertising. Ac- 
cepted by the Government as 
an important, responsible 
feature of the economic life of 
the nation, our business may 
soon have a splendid oppor- 
tunity to answer its critics. 

Effective, dignified use of tele- 
vision as a marketing medium 
would show the public that 
advertising is neither irrespon- 
sible nor lacking in taste. 
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The lords of creation ? 


HAT happens to the 

pleasant young men and 
women from art schools who 
are always turning up in 
agency offices? Why do they 
arrive hopefully in your room 
with large portfolios of imita- 
tion London Transport posters 
and a few lino-cuts, and no 
understanding of agency 
needs? Why do so many of 
them go to art schools in the 
first place? Where do they 
end up? 

Somehow the advertising pro- 
fession must get closer to the art 
schools. The Advertising Crea- 
tive Circle, with its limited 
means, has done something 
about it. It has prepared a 
booklet, The Artist in Adver- 
tising, as a guide to art students. 

Again, the generosity of 
Edward Hulton enabled the Ad- 
vertising 
Creative 
Cir°ects 
during the 
past two 
years, to 
award eight 
£250 scho- 
larships to 
promis- 
ing young 
artists. The 
scholar- 
ship win- 
ners were 
each” given 
a year’s 
leading agencies. 
Some by the wayside at the 
end of their year’s training. 
Others have been successful. 
Anyway, the experiment was 
worth while. Will money ever 
be available from other sources, 
within or without the advertising 
profession, to revive this scholar- 
ship scheme? 

Why all this concern about the 
artists? Because the senior art 
men in agencies are getting 
older, and the gap between the 
experienced pre-war men and 
the post-war recruits is not yet 
filled. Where are the men and 
women who will be capable 
successors? 


Copywriters 


— in 
ell 


are different 
They come from everywhere, 
and their stock-in-trade is a 
lively mind and a ready pen. If 
they have these two assets, then 
they can quickly acquire the 
fundamental training which the 
agency can offer. They are 
more fortunate than the artist, 
who must spend years in acquir- 
ing dexterity in his craft, even 


before he applies his knowledge 
to advertising. 

If commercial television comes 
it will bring more problems for 
worried art directors. Who's 
going to design the TV story 
boards? Probably the senior art 
men; after all they are the 
people with the ability and the 
“know-how.” Then who’s going 


A ES AAAI 
GUEST COLUMN 
by 
W. T. STEVENS 


president, Advertising 
Creative Circle 


ileemnien - eee 


tu do the press advertisements? 


Why, the same old P.B.A. Let’s 
have another G.. for 
strength! 

And where are the typo- 
graphers? I heard recently of 


two agencies which advertised 
for typographers, and each 
agency received one reply. 

Isn't it about time that we had 
an Exhibition of British Adver- 
tising Art? The American 
Exhibition sponsored recently by 


® Another children’s comic is 
to be introduced soon by a 
leading London publishing 
house. 

®The Linoleum Manufac- 
turers’ Association will 
shortly launch a co-operative 
publicity campaign. Details 
of a large-scale advertising 
scheme are now being 
worked out. 

® Advertising may start soon 
for a beer with “practically 
no sugar content.” The ap- 
peal would be to slimmers 
and diabetics. 

® Record spending on foun- 
tain pens of all types be- 
tween now and Christmas 1s 
forecast. 

® Market for to-morrow: The 
British commercial counsel- 
lor in Berne says conditions 
in Switzerland are becoming 
very favourable for ex- 
porters of branded groceries, 
household equipment, toilet 
and beauty preparations. 


To-morrow’ TOPICS 


the Advertising Creative Circle 
and the L1.P.A. cheered up quite 
a. number of people. 

What does the future hold for 
creative men and women? A 
great deal of hard work. The 
tempo is quickening. Competi- 
tion in all markets is getting 
keener and advertising will have 
to do a very sound selling job. 
It is a challenge that most of us 
will welcome. To know that 
your work has brought results 
in hard cash to your client is a 
very satisfying feeling. 

The severest scrutiny wil! be 
necessary of every branch of a 
firm’s activity; its product and 
the pack; the distributive organi- 
sation; the sales. staff; the 
advertising; the point-of-sale 
material. With regard to packs, 
some will need a_ face-lifting 
operation if they are going to 
compete in the new era of self- 
service stores. 

On top of all this may come 
commercial television—a_ new 
medium where visual presenta- 
tion and copy will have to com- 
bine to make an advertisement 
that will entertain while it sells. 
Here will be opportunities that 
few copywriters and artists will 
want to miss. 


® Cigarette manufacturers here 
are watching with interest 
the progress of a new Philip 
Morris cigarette in the 
United States containing Di- 
GL, an ingredient which it 
is claimed “does not pro- 
duce the irritating vapours 
present in every other lead- 
ing cigarette.” 

® Near development in the 
smokers’ market is expected 
to be a drive to sell more 
cigars. In Norway a cheap 
“people’s cigar” is being 
made following the assertion 
by a _ health expert that 
“there has not been dis- 
covered anything to relate 
cancer to cigar smoking.” 

® American self-service stores 
are to make a bid further to 
increase turnover by accept- 
ing cheques from customers 


who agree to have their 
fingerprints taken before 
leaving. 


ROUND TABLE 
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3 
ACTS 
( = b / In which countries do the LIFE 1NTERNATIONAL EDITIONS circu- 


late? Who reads them, who advertises in them? 
What could you expect your own advertisements in LIFE 
INTERNATIONAL to achieve? What are the other advantages of 


an advertising campaign in LIFE INTERNATIONAL over and above 
the coverage of the world’s most important markets outside 
() North America ? 


Answers to those and many other questions are contained in 
an interesting booklet for internationally-minded advertisers 
called *‘ The Facts of LIFE INTERNATIONAL *. The Advertisement 
Director will be pleased to send you a copy 


— 
ions 


LIFE IN ENGLISH — average net paid 
circulation 250,000 — 300,000 copies in 


English, circulating in 120 countries out- 
side North America 


LIFE EN ESPANOL—average net paid circu- 
lation 200,000—250,000 copies in Spanish, 
circulating in Central and South America 
These are the INTERNATIONAL EDITIONS 
of LIFE MaAGazine, with a combined 


circulation of over 500,000 copies every 
fortnight. 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON, WI 
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Within 


b byes present home supply of 
nylon stockings shares out 
at about four pairs per woman 
per year. By June, it is esti- 
mated that with increased sup 
plies of nylon yarn the figure 
will be getting nearer 10 or 12 


pairs per woman per year 
This means the woman will 
have complete freedom in- her 


chowe of brand, shade, gauge 
leg length, ete. With the return 
of this freedom of choice the big 


brand names will probably be 
the first to benefit. While at 
present women are content to 


% Ask to we 
Plazas fully 
fashioned 
PURE SILK Jor 


lusury wear 


The “waditional treatment” found 
in so many stocking advertise 
ments. Will it work when sup 
plies are free and women mori 


“choosey” in a practical manner’ 


a few months 


nylon stockings 


advertiser can fight effectively in 


The coming nylon boom 


take the lesser-known brands, 
with supplies more plentiful they 
will obviously exercise — their 
new freedom by insisting on one 
of the well-known makes. 

This coming change in buying 
habits presents a big problem 
for the smaller stocking manu- 
facturer, the post-war stocking 
manufacturer, in fact any brand 
that is not among the top few 

Most of them already realise 
that, with little likelihood of any 
increased public spending power 
they must lose many of the pre 
sent sales to the more popular 
brands. lo the woman, increased 


supplies will not necessarily 
mean she will buy more stock- 
ings they are already an expen- 


sive part of her clothes budget. 


It will more than likely mean 
she will buy about the same 
number of pairs but of the 


brand she wants. 

Here, of course, the “big 
names” have a flying start. The 
lesser-known are in for a hard 
fight to build up a brand con- 
sciousness, a brand loyalty, for 
a name that has for years been 
regarded perhaps quite unfairly as 
a substitute for the best. 

Of course advertising will be 
the principal weapon in_ this 
battle. But the smaller manu 
facturer’s advertising will have 
to work much harder than his 
big brothers’. It will face a less 
receptive public and in- most 
cases on a limited appropriation 
It will have to be really first 
class advertising to do what it 
has to do twice the work at 
half the cost. 

For the smaller stocking manu 
facturer to prepare his advertis- 
ing on the lines of his large 
rivals in the belief that, by copy 
ing their methods, their success 
might also follow would be an 
unwise procedure 

Ihe stockhing manufacturer 
with a large advertising appro- 
priation prepares advertising best 
suited for large spaces and regu- 
lar repetition. In the main, and 
particularly when supplies start 
to be freed, the big stocking ad- 
vertiser will want to do no more 
than remind women of his brand 
name and tell them that now all 
they need do is ask for the 
brand and they will get it. The 
established stocking manufacturer 
has a reputation an existing 
brand loyalty. At the onset his 
advertising can trade on this and 
exploit the public desire for a 
name it knows and respects. 

Not so the smaller man 
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will be plentiful. 


A leading copywriter here gives his views as to how the smaller 


Glamour in a 
practical form, An 
advertisement — re- 
cognising stockings 
as) compicmentary 
to clothes and 
occasion. But why 
“Scouish” nylons? 


His advertising must build 
his reputation as he goes it 
must sell stockines on its face 
value with little or no help 
from past successes. The prob- 
lem will’ be a challenge to 
advertising. It is going to be 
a great opportunity for those 
advertisers and their agents 
with more skill than appropria- 
fion 
While there may be many 
obstacles in the way of the 
smaller manufacturer, there is a 
great opportunity for him in his 
advertising. To date, it is fairly 
true to say that the big stocking 
names havent such a lead in 
advertising as they have in other 
directions 

While the “big names” may 
have large appropriations to work 
on, there is ample scope for the 


A headline that 
vets readership by 
having the coura: 
to admit the exist 
ence of avery 


common com 
plaint The copy 
puts forward a 


practical argument 
in reasonable 
terms 
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smaller, or lesser-known, manu 
facturer to produce more effective 
advertising 

Perhaps the greatest weakness 
of most Stocking advertising in 
the past is that few manufacturers 
have realised that stockings are 
a very utilitarian purchase. The 
girl or woman who wears nylons 
every day regards their purchase 
almost as a man does his razor 
blades. They are a necessity. Ot 
course she wants to look nice in 
them; of course she wants to be 
proud of her legs; of course she 
wants the people she likes to 
look at them. The mistake that 
perhaps so many manufacturers 
make is to overplay the so- 
called glamour aspect of stock- 
ings. It is almost traditional in 


stocking advertisements to start 


(Continued on page 414) 
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MORE DOGS 


And so on. Thousands of dogs. In fact there are 


around 3,000,000 dogs in Britain, and that means quite 
a lot of dog-owners. 
Ask any dog-owner if he has ever heard of Bob Martin’s. 
There’s not a chance you’ll pick on one who hasn’t, 
for the name Bob Martin is known wherever dogs are kept 
and loved throughout the world. 
Bob Martin’s advertising is designed 
and written by Everetts. 


EVERETTS 


A GOOD AGENCY BY ALL ACCOUNTS 


EVERETTS ADVERTISING LTD. I10 HERTFORD STREET LONDON WI GROSVENOR 3477 
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When you feel that... NOBODY CARES 


ANY MORE!  There’s a school of thought 


which thinks that the spirit of craftsmanship 
is fading . . . that printers don’t take the 
trouble they did . . . that the word “‘Service’’ 
is apt to ring hollow. If all members of that 
school (and any heading that way) will direct 
their steps towards Charles and Read, they will 
find a team of skilled lithographers whose wiil- 
ingness, co-operation and determination to 


produce first-class work will warm the very 


cockles of their hearts. 


very good photo-litho offset printers 


CHANCERY LANE, LONDON, W.C.2. PHONE HOLBORN 2882 


with an illustration of a full- 
length stockinged leg, preferably 
in a provocative pose, with the 
inferred promise of “look how 
attractive you would be in our 
stockings.” It probably occurs 
to most women that they could 
easily attract attention if they 
lifted their skirts that high— 
regardless of whose stockings 
they were wearing! 

On the credit side, some of the 
newcomers and those brands 
which do not come immediatel 
to mind have already set to ae 
in a selling frame of mind. 

Vayle stockings have shown 
what appears to be a much more 
realistic approach to stocking 
glamour. They realise (a) that in 
the glamour field stockings are 
complementary to the clothes, the 
shoes, the situation, and (b) that 
a woman only shows half the 
stockings she buys. While it is 
true that Vayle have achieved a 
great deal of the effectiveness of 
their advertising with large spaces 

the simplicity of the idea lends 
itself equally well to smaller 
spaces in_ those publications 
where reproduction is good. 

Taylor Woods in their original 
advertising also faced this prob- 
lem realistically with their in- 
formative campaign on gauge 
and denier. We may have 
reached the time when this in- 
formation is not the news it was, 
but nevertheless surely this get- 


OUNDATIONS by Berlei 

(U.K.) Ltd. were given a 
gala setting in the recent window 
display at Marshall & Snel- 
grove Ltd. in the West End of 
London (see illustration above). 
All the garments shown illus- 
trated Berlei’s answers to prob- 
lems set by current fashion 
trends. Delicate colourings pre- 
vailed in this display which will 


forthcoming weeks 
Another recent Berlei display 
was featured by Swan & Edgar, 


also in the West End. This 


be seen in the provinces during 


© THE COMING NYLON BOOM—continued 
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ting down to cases takes into 
account that women’s heads have 
room for other things besides 
men. 

Charnos, with a glamour-plus 
layout, also meet the selling 
problem, full-square, with a piece 
of copy that takes up the very 
common current complaint that 

resent-day nylons don’t last as 
ong as they did. In a reason- 
able, quiet way it points out to 
the woman she may not be get- 
ting the right wear from her 
stockings because she is wearing 
the wrong gauge for the occasion. 
Against all the emotional pro- 
muses of a proposal in every pair 

this piece of copy is sufficiently 
sensible to make women want to 
remember the name Charnos-— 
even if they might doubt the 
argument. 

fo sum up. 

The advertising problem of the 
smaller stocking manufacturer 
next summer will be the same as 
for any advertiser in a free mar- 
ket with limited funds at his 
disposal. Every advertising pound 
must work harder than those of 
his rivals. He can do this by 
ignoring what has almost become 
the “accepted way to do it” and 
by dispassionately analysing true 
buying habits and _ motives. 
Having found his facts, let 
the creative treatment echo the 
same “fresh-attitude-of-mind” 
approach. 


Window display answers fashion problems 


showed foundation garments in 
colours ranging from white and 
ink to scarlet, royal blue and 
lack. Swathes of vivid drapery 
harmonised with bowls of 
flowers and paper sculpturing 
was extensively used. For con- 
venience the large window was 
divisible into three rts and 
for this reason can moved 
easily about the country and 
used by shops with varying 
window space. 

Both displays were designed 
by the Polish artist, Niczewski, 
for Berlei. 
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SEE THE 
DISPLAY BELOW 
AT THE 
LONDON 
SHOWROOMS 


@ SIGNS, SHOWCARDS, DISPLAYS 
MANUFACTURED IN HARDBOARD, 
CARDBOARD, PERSPEX, GLASS, 
PLASTIC, WOOD, AND METAL. 


a Metal and Perspex displays are becoming 
increasingly popular. This specimen produced for use 
at Agricultural Shows would be equally useful as a 
shop display or for self-service in retail shops. 
Made of chromium plated tubular steel and fitted with 
removable shelves, which may be silk-screened with 
the chosen message, it is clean, light, well balanced 
and easily produced in any reasonable size. 

Certain designs can be dismantled and tier stacked 
for easy packing and transportation. 

The wide range of materials used in the Acme 
Factories makes manufacture of signs and displays 
in combinations of various materials a particularly 
economical and effective service. 


ACME SHOWCARD AND SIGN COMPANY LIMITED 
9 SOUTH MOLTON STREET, LONDON, W.I - Telephone: MAYfair 0292 


PARAGON WORKS ~- GREEN STREET, BRIMSDOWN, ENFIELD, MIDDX. 
Showrooms also at CROWN BUILDINGS, JAMES WATT STREET, BIRMINGHAM, 4 ~~ Telephone : Birmingham Central 2345 
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Review of Advertising 


Change—and decay! 


NIIL fairly recently——per- 
haps until the middle 
thirties--it was almost: univer- 
sally agreed that to change an 
established product in any way 
was so extremely risky that one 
scarcely dare consider it with- 
out prolonged prayer and 
lasting 
Even to-day a great many pro 
prietary medicines are made to 
precisely the same formule and 
sold in the same packings as 
they were 30, 40 and 50 years 
ago. Others have been brought 
more or less up to date by a 
slow, almost imperceptible pro- 
cess spread over several years 
lest regular users feel that the 
magic has been exorcised along 
with the old steel engravings 
and tortured type that made the 
old package so memorable and 
familiar. 
In the same way, the appeal 
of the advertising was steadfastly 


Aquascutum 


Pr 
- 


be dwn Sigeansn 


Now, the mit a man wants, 
at @ price he can afford! 


By COPYTASTER 


maintained,  Off-hand [ would 
say that Carter's Little Liver 
Pills, for example, have scarcely 
varied their copy in the last 
seven or eight years Perhaps 
in some distant city they may 
occasionally experiment = with 
new appeals or new ways of 
dressing up the old one, but 
they don't make changes just for 
the sake of change. 

Perhaps they remember the 
famous health salts that built an 
enormous sale on the idea of 
bounding vitality and cheerful- 
ness as a result of regular use 
One day an energetic advertising 
expert hit on the idea that 
people could be persuaded to 
take much larger doses of the 
salts and wash away their ugly 
fat. Not content with this, he 
changed the appeal again and 
advertised the salts as a remedy 
for rheumatism. Perhaps it was 
all decided in the most scientific 
way with market research, psy- 


Why should a man 
with a daughter 
not sell suits in 
Britain if @ man 
with a black patch 
over his eye can 
sell shirts in’ the 
United States’? But 
the fit of the collar 
iy disturbing Copy- 
faster 
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416 


Full marks — are 
awarded to Aqua- + 
scutum = for — the 
bravery of — their 
new campaign 
However, in this 
instance no detail 
of the _ dinner 
jacket can be seen 

not even the 
shape of the lapel 
or the number of 
huttons on the 

sleeve 
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chological study or measurement 
of the Great Pyramid, but the 
result must have been a cata- 
Strophe, for the salts virtually 
vanished from the advertising 
columns. 

The explanation, of course, is 
simply that advertising for an 
established product has a dual 
function. Not only has it to 
find new buyers but also sustain 
the loyalty of the regular 
customers. If those customers 
have for years been taking 
health salts to keep bright and 
cheerful or smoking somebody's 
cigarettes because they think 
they prevent toothache, they are 
going to be very bewildered and 
shaken in their faith if they 
learn that the health salts are 
going to turn them into lean and 
hungry men or the cigarettes are 
going to make them = madly 
attractive to alarming young 
women in extraordinary hats. 

A violent change in an adver- 
tiser’s appeal may, of course, 
bring in so many new customers 
that the risk of losing the old 
ones can be faced with equa- 
nimity, but manufacturers who 
sell 90 per cent. of their goods 
to a loyal bunch of regular 
customers can sleep far more 
easily at night than those who 
are constantly trying bigger and 
better changes in the search for 
new converts to their brand 

It was my family’s toothpaste 
that began this train of thought. 
For about 20 years we have been 
using Pepsodent, and I think 
that we were originally sold it 


Bec A mw evte of rem er en the oe 


by the story of film on teeth 
Now, quite suddenly, without 
any warning in advertisements 
or even on the package, the 
flavour has been changed from 
Peppermint to the sauce or 
chewing-gum type of mint. And 
that was the end of Pepsodent 
for my family. We detest the 
smell of chewing-gum, and after 
vne day's tral Pepsodent was 
hanished from the bathroom, 
never to return 

This may be just what Pepso- 
dent want. They may have 
found that we are in a minority 
and that most people crave 
greedily for the new flavour 
But in that case why on earth 
don’t they say so? Why frighten 
away their regular customers 
without making a big advertising 
splash to tell the gum-lovers of 
the treat in store? 

of * ok 

FULL marks to Aquascutum for 
the bravery of their new cam- 
paign. People who do tailoring 
advertisements have for years 
assured me that the _ tarlor’s 
dummy type of figure in adver- 
tisements was essential to suc- 
cess. How did they know? 
Well, everybody knew it; ask 
the client. Had they ever tried 
anything else? Of course not; 
they knew it wouldn't pay. 
And in any case the client would 
be outraged at the idea. 

So there we have had them, 
the impeccable pants with im- 
probable creases, the unwrinkled 
sleeves and heavily °starched- 
looking lapels. And, of course, 
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Your message 
or product 


direct to the 
housewife 


See , 

A 
Ss A ¢ A 
na act ros Fa - sts 


house-to-house distribution through Circular 
Distributors time and time again in many 
successful marketing campaigns. Here are 


Your circular, sample, catalogue or free Distribution is carried out by teams of four a few of their products publicised through 


voucher can be sent into 96°/, of the homes distributors with a full-time supervisor this medias 

in every town or city in the Om. by house- mperaae pay os oe” be oa LUX TOILET SOAP 
to-house distribution. Its impact, thorough- operating in every district. At Heac ice, BREEZE TOILET SOAP 
ness, cannot be equalled for mass advertsing, comprehensive charts show the daily progress MENTASOL TOOTHPASTE 
marketing tests and sales development. of every team in every area. PEPSODENT TOOTHPASTE 


ae GIBBS S.R. TOOTHPASTE. 
It affords practically saturation coverage of The rate of distribution obtained by one MORNFLAKE BREAKFAST OATS 


the main towns and cities in any one area or team in a week, operating amongst lower-class STEEDMAN’S TEETHING POWDERS 

of the whole country. There is no question terraced property and subject to weather is SUNLIGHT SOAP. AVON TYRES 

of hit-and-miss. House-to-house distribution 11/12,000 circulars and/or samples. Every itn starr munae’” FOmae SOAP 
reaches your mass markets main town and city in the country can be 


From the time of their inauguration, Circular covered in four weeks FREE BOOKLET ON REQUEST. 


Distributors Limited have evolved a highly- The basic rate per team is £40 per week This gives full details of the organisation, 
efficient .method of distribution. Detailed Easily the cheapest method of mass distribu lists of all major towns and cities in the 
planning, strict control and constant check- tion and only one-third the cost of posting country and approximate quantities of 
ing eliminate dumping Leading national advertisers have used circulars required to cover each area 


CIRCULAR DISTRIBUTORS LTD. 


21 LEIGH STREET, LIVERPOOL TELEPHONE ROYAL 8861.8 
MADDOX HOUSE, 215221 REGENT ST., LONDON, W.1. TELEPHONE REGENT 1081 
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Thousands of 
free sites 
at point- 
of-sale 
gladly 

given! 


| the 


Are you missing something? 


| catching 


elegant suburban-looking 
models with their smiles pinned 
on and their ears pinn back 
by the retoucher. 

Aquascutum’s idea is to show 
the clothes as they really will 
look when the customer takes 
them home; and to make it all 
more realistic—and more eye- 
too—they have the 
customer's little girl in the 
photographs as well. To me it 
seems all very capital, and I 
hope it proves not only a great 
deal less disastrous than the ex- 
perts prophesy but a _ really 
tangible success. If a man with 
a black patch over his eye can 
sell shirts in New York, why 
should a man with a daughter 
not sell suits? 

Ihere is something fascinating 
and disturbing, surely, about the 
fit of the model’s white collar. 
I know that the points of collars 
very often do go outside the 
waistcoat like this, but they 
shouldn't, and I think it is 
carrying realism too far. I am 
sorry, too, that the advertiser 
was so unfortunate with the 
block making or printing in both 
the advertisements I have seen 
so far. In the charming picture 
of the little girl putting the 
model’s evening tie straight no 


| detail of the dinner jacket can 


| the lapel or the number o 


be seen——not even the shape of 
but- 
tons on the sleeve. 
a He 

Tue sheer impudence of this 
Aladdin Pink advertisement has 
delighted me. Here is a claim, 
made very boldly, suggesting 


| that Aladdin Pink is unique. It 


is the paraflin—the only one— 


| that “has passed the seven days 


A last-minute reminder of your product 


just when the buyer is spending her money. That is how a Redfern 
Advertising Rubber Mat works for you — in the shop, on the counter 


| nylons 


itself, These valuable ‘reminder sites’ are there waiting for you — and 
every one is free. Shopkeepers appreciate attractive and useful Redfern 
Mats and use them continually because they are part of the shop furnish- 
ings. Redfern Advertising Mats can incorporate any 
trade-name, mark or slogan in any combination 
of colours. 
DOOR MATS * FLOOR MATS * COIN MATS 
DARTS MATS * BOWLS MATS 
Write for this folder containing details of 
these permanent point-of-sale reminders. 
They mean more sales for you. 


py vs r 
me ¥ r My 


ADVERTISING RUBBER 


REDFERAN'S RUBBER 
NATIONAL ADVERTISERS’ 
T.P. 404 


MATS 


woru«s 
DIVISION : HYDE - CHESHIRE 


irthur U ptom Service 


burning test.” Most impressive! 
But what is this test? Why 
should 1 buy the paraffin that 
has passed it? 

To this there are no answers; 
the advertiser has spoken, and 
his not to reason why. 

There are great possibilities in 
this: “Choose for your legs the 
that have pass the 
wolf-call test”; “Choose for 
vour decanter the Scotch whisky 
that passed the lost-week-end 
test.” 

Almost incredibly, the words 


Wh 
—_ 
Ne 
¢ ZA 
Choose for your heaters 


the paraffin that 
has passed the 7 days burning test 
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Limiteo The sheer impudence of this has 


delighted C — who is still 
wondering about that seven days 
burning tes: 
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The cow % famous for tts stomachs 
of which there are foure Thus the 
cow Ts very content as would be 
expecteds I have often envled the com 
because of this grate qreat advantoge 
« huving tour stomauhSe But [ would 
not waste my time eating Grasse 
I would eat only potato crispse 
I would eat only Tudar Potato ( rsp o. 
If you are going to eat only one _ 
__Hing you may as well eat _ 
_ hERbest oI am going te the shop 
now for some Tudor Potuto Crisps. 
Though I have only one stomach 


Lam very content again is 


_ Potato Crisps are very good _ 
Tyeoe #6080 Panne rs ‘Te, /@ 


Sanovroeo sua, 
we wCOSTA® UPON TIME 


SK rir ron a meme 


The copywriter responsible for 
the above has now to decide 
what to do next 


“Aladdin” and “Pink” have both 
been registered as trade marks- 
which makes sheer nonsense of 
what lecturers tell A.A. exami- 
nation students, and patent 
agents tell clients about the 
impossibility of registering 
descriptive words. Perhaps we 
shall hear next that “Blue” has 
been registered by Gillette and 
“Black” by the makers of Black 
Magic chocolates. It seems a 
pity that Cadbury's didn't 
register “Dairy” before every- 
body copied it from them. 

* ok * 


Somesopy has found in a 
newspaper called, I think, the 
Hexham Courant a gem of an 
advertisement for Tudor Potato 
Crisps, and if it was studied 
from end to end by less than 
85 per cent. of the readers I 
should be staggered and un- 
believing. Of course, the copy- 
writer now has to decide what 
to do about the next insertion, 
and if he is expected to produce 
anything half as good I don't 
envy him his task. 

* * * 

May I once again make it 
clear that I cannot undertake to 
answer readers’ letters? This 
column is written in my limited 
spare time, and I have no secre- 
tary. At one time I answered 
all letters, often going to great 
pains and a fair amount of ex- 
pense to give readers advice that 
would have been very costly to 
them had they consulted me in 
my office, but the volume of 
correspondence became unman- 
ageable. Nevertheless, I am 
most grateful for the many kind 
letters that are sent to me, and 
duly chastened by the occasional 
vote of no confidence or abuse. 
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Legal Queries Answered 


Source of TV advertising 


responsibility 


Q. In the event of competitive 
television being introduced 
into this country in the near 
future, what will be the legal 
responsibility of the companies 
owning the stations, as distinct 
from the advertisers, in the 
event of misleading or defama- 
tory statements being shown 
on the screen? 


A. So far as defamation ts 
concerned, a defamatory state 
ment would be regarded as 


libellous, as decided by the 
Defamation Act, 1952, and in 
accordance with the general law 
of libel, the owners of the station 
could be sued for damages, as 
well, of course, as the actual per- 
petrators of the libel. In one 
sense, they would be in the same 
position as the publisher of 4 
newspaper which carried a de- 
famatory statement--the adver- 
tiser, as well as the proprictor 
could be sued, 

In another sense, however, the 
television station owner would 
not be in as good a position as 
the newspaper owner. The latter 
has special defences open to him 
that a television station would 
not be able to use, For instance, 
in an action for libel contained 


in any public newspaper or 
periodical, it can be pleaded for 
the defence that the libel was 
inserted in the publication with- 
out actual malice, or without 
gross negligence, and that before 
the start of the action, or at the 
earliest possible opportunity 
afterwards, he inserted in the 
publication a full apology. 

Ihe apology, of course, will 
not remove the liability for 
damages, but it may well reduce 
them considerably. On the other 
hand, the Defamation Act of last 
year, expressly extends to broad- 
casting some of the defences 
normally reserved to newspapers, 
such as qualified privilege. The 
defences available to a news- 
paper for “unintentional defama- 
tion” will, of course, be available 
to the television station owners 
should they be sued. 

So far as Acts which prohibit 
certain types of advertising, the 
Station owner is, of course, in 
exactly the same position as a 
newspaper owner. He will, too, 
be absolutely bound by the 
Labelling of Food Orders, which 
in their definitions of “advertise- 
ment” include “any means of 
producing or transmitting light 


420 


or sound,” which seems broad 
enough to include television. It 
is extremely doubtful if the 
station owner will have any lia- 
bility under the Merchandise 
Marks Acts, as he cannot be said 
to “apply” false or misleading 
descriptions to the goods. 


Q. 1 live in a flat above my shop 
and [| am most anxious to 
place on it an advertisement 
relating to my business. Can 
! do so without the consent of 
the local planning authority? 


A. The Control of Advertise- 


ment Regulations permit the 
display of an advertisement by 
“deemed consent,’ on business 


premises, so long as the adver- 
tisement concerns the goods sold 
or services provided at the shop. 
There are certain stipulations as 
to the size of the advertisement, 
which varies according to whether 
the shop is in an area of special 
control, or whether it is in an 
area subject only to the general 
control of the regulations. One 
of the stipulations is that the 
highest part of the advertisement 
shall not be more than 1S ft 
about the ground level, or 12 ft 
in an area of special control. 

Ihe regulations covering this 
point permit such advertisements 
when they are displayed on bus!- 
ness premises 

Business premises are defined 
as normally used for the carrying 
on of any professional, commer- 
cial or industrial undertaking. 
The definition is generally wide 
enough to include almost any 
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type of business at which goocs 
or services are sold to the public. 
There is, however, a proviso 
which may have some bearing 
on your question. The definition 
does not include any building 
which was designed for use as 
dwellings, unless it was used for 
business purposes before Septem- 
ber 1, 1929, or unless the build- 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned, 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


ing has been adapted for use as 
business premises by the con- 
struction of a shop front or the 
making of a material alteration 
of a similar kind to the external 
appearance of the building. 

Ihe answer therefore is that if 
your shop has the ordinary ap- 
pearance of a shop, you can go 
up to the 1§ ft. on to the flat. 
even if the height of your shop 
should be under the 18 ft., with- 
out express consent of the Local 
Planning Authority, so long as 
you observe Regulations 
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Netherlands 


market offers 
yeasiiaeaietians prospects for UK goods 


as 


eading international 


Holland's biggest newspaper 
4 t 
: RITISH products are not contains facts and_ figures 
frequently seen in Dutch regarding numbers and 
shops Belgian) and German acreage of farms, degree of f 
Of course they do! These firms know their goods are to be found much more mechanisation, — electrifica 
business well and realise the great buying power easily and the impression of the TON, etc 
represented by 245,000 average Dutch families who publishers, De  Geillustreerde A limited number of copies of 
f Pers N.V., is that “British manu these publications are available 
read Het Vrije Volk daily, facturers do not have a great in this country 
In 1952 the tollowing well-known names were interest” in exporting to that +: ie te 
; among those advertised in Het Vrije Volk: market They have added that vs J 
= Acme Wringers, Au-Wick, Austin, B.E.A., Biro, ‘This is a great shame because A request to be put in touch 
* Brylcreem, C oca-C ola, Gillette, Goodyear, Hoover, the Dutch are always aitracted with United Kingdom manufac- 
Iltord. Kodak, Kruschen, Pro-phy-lac-tic, Sanfor- to English products, which have turers of leather — advertisi lg 


an excellent name in our 


novelties and items such as pocket 
country.” 


knives and cutlery which can be 


zed, Sloan's, Sunkist 


De Geillustreerde Pers NV imprinted with customers’ adver- 
of | publish the following — three tising has been made by the 
Cc 4 ye oO journals which are advanced as Fruro Printing & Publishing Co., f 
important media tor the adver Ltd... of Truro, Nova Scotia i 
i U.K. representatives. Joshua B. Powers, Ltd. lisers of randed irticles According to the British 
¥ \ Sevens. 1 SW Elseviers Weekhlad is the lead Jeweller, the Company are known 
: 4, Cockspur Street, London, S.W.L, } ing weekly in the Netherlands “r 1 me ac “ ! 
P & weenrly © Netherlane as printers and manulacturers o 
a Tel. WHI 3366 and has a circulation of 130.000 calendars with a sales force ¢€x- 
i It caters for all tastes The tending across Canada from coast i 
paper is divided into several to coast. They have stated that } 
: sections, each one so arranged jt is their intention to increase ’ 


that if for example the woman their sales of advertising items 
of the house wishes to have her from British sources rather than 
ie section, she can take it out as those of the United States They 
a whole are considered to be a suitable 

Advertising covers everything connection for United Kingdom 
from consumer products to — firms. 


highly industrial products A Firms interested in this inquiry 
recent development is the use of are invited to send full details, 
colour advertising including prices and delivery 


The largest women’s paper in dates, of the commodities they 
the Netherlands is Viargriet, with have to offer direct to Truro 
a circulation of 600,000 weekly 


% Printed in rotograyure, — this Belgium 
; magazine has been one of the —-_lC“«_ 
big successes. of the Dutch _ Advertising agencies in the 
publishing world in recent years fields of mechanical and elec- 
: It appeals to the younger woman — trical engineering, mining, and 
as well as giving a new outlook metallurgy will be interested to 
7 


to the older learn of the programme of 

Revue is an illustrated weekly specialised exhibitions which will 
with a circulation of 100,000, 
appealing mainly to the family 
Also printed in rotogravure, the 
readership covers both top and 
middle class families. Circula 
tion is steadily increasing 


Canada 


Three publications of interest 
to British exporters and adver 
sing agencies have recently 
been produced 

1. Directory of Montreal Food 
| Brokers contains particulars 
| of leading wholesale dis- 
| 


wy) ; y : 
High bss Lrintew 
of 4 Bedford 
ANNOUNCE THE OPENING 


OF A LONDON OFFICE AT 
IRY AV NUE, LONDON, W.1 


32 SHAFTESBL 


21 & 1330 
Telephones. 


GERRARD Ol 
Enquiries from Advertising 
Agents will receive the 
immediate personal attention 


tributors in Montreal. This 
is published by the Mont- 


r real Star 
of the London Manage 2. The Weekend Encyclopae- 
Sin ” dia 1953 analyses reiail 
“ ° sales by areas and relates 
Ahuar OF) « hyne | them to circulations and 
e ita | advertising rates of leading Heavy electrical engineering pro- 
( periodicals ducts will be on show at next 
3. Canada’s Farm Market, — year’s Liége International Fair 
published by the Family Some 200,000 visitors are 
Herald and Weekly Star, expected 
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A typical front 
cover of “ Mar- 
griet,” the largest 
womens weekly in 
the Netherlands 
Circulation ts 
about 600,000 and 
the appeal is 
strongly to younger 
women 


give additional interest to the 
Licge International Fair next 
year -April 24 to May 9 


L’Institut National de I'Indus- 
trie Charbonnicre is arranging 
an international conference deal- 
ing with “the complete gasifica 
tion of coal.” At the same time, 
a collective exhibit will display 
equipment and machinery used 
in collieries and all other 
branches of the coal industry. 

Lubrication will form the main 
theme for another specialised ex- 
hibition and will be the subject 
of a series of  study-sessions 
organised by the Liége Institute 
of Engineers. 

Other subjects to be illustrated 
at the fair include inland naviga- 
tion, the thermic treatment of 
metals and water-purification. 

The main industrial and tech- 
nical sections are being reserved 
for capital goods and equipment 
and components for their manu- 
facture. This event provides an 
opportunity for manufacturers 
from all countries to display 
their products to some 200,000 


industrialists, buyers and en- 
gineers who visit the fair 
annually. 


New Zealand 


During October the New 
Zealand Observer, an _ old- 
established weekly magazine, 


made several changes and a bid 
for increased national = circu- 
lation. With an attractive picture 
cover, greater use of illustrated 
articles and fresher presentation 
of editorial matter, the price has 
been raised to 9d. although 
advertising remains at 6s. 6d. per 
* inch. 

The country’s first photo-news 
type magazine New Zealand 
Pictorial will appear fortnightly 
from January 6. Plans include 
three-colour covers, 52 pages 
with 20 per cent advertising, and 
contents giving news in pictures 
from New Zealand and _ the 
world at large. There is an initial 
circulation guarantee of 50,000 
copies per issue, national. First 
issues will give pictorial coverage 


of the royal tour. Press and 
radio advertising will be very 
fully used to support the intro- 


duction of this journal which is 
being published by New Zealand 
Newspapers, Ltd 

With the January issue,. the 
New Zealand edition of Reader's 
Digest, printed in’ Sydney, will 
again be able to guarantee 75,000 
New Zealand circulation. —Pre- 
viously printed part letterpress 
and part gravure, this edition will 
now be completely gravure with 
sections in mono, two colour and 
four colour 

Full-colour letterpress pages 
appeared for the first time in the 


October issues of the weekly 
New Zealand Listener. Printed 
by Wilson & Horton, Ltd, 


Auckland, for the Government 
owned Broadcasting — Service. 
Listener has a national circu 
lation of 100,000) per week 
Increased use of colour pages is 
forecast for this and a_ wide 
range of other New Zealand 
publications 

With its December 24 issue, 
the New Zealand Women's 
Weekly publication will go to 
three-colour —_ covers. Simul- 
taneously, press advertising and 
radio spot campaigns are being 
used to boost circulation and 
build goodwill. 


Syria 


A survey of trading prospects 
is included in Review of Com- 


mercial Conditions in Syria 
recently published by HM 
Stationery Office at Is. 

This is one of the latest 


volumes in the series of Reviews 
of Commercial Conditions issued 
by the Commercial Relations 
and Exports Department of the 
Board of Trade. 


Denmark 


— 

Of the 20 biggest advertisers in 
Denmark during the first six 
months of the year, 11 are inter- 
national products: Persil, Col- 
gate, Macs, Rinso, Esso, B.P., 


Parker, Shell, Morris, Palmolive, 
Philishave 


ADVERTISER'S WEEKLY 


he’s as good as 
| HIS 
\., EQUIPMENT 


ma ~ 


TYPE ACA-I AIR 
COMPRESSING OUTFIT 


TYPE \ A AIR BRUSH 


—", 


TYPE NOE AIR BRUSH PRESSURE REGULATING® 
TANK 


It is amazing what a difference it makes to have the Air Brush af your 
elbow .. . Studios where Aerograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and 


sull more —in quality. Aerograph Air Brush equipment, in full use, pays 


its initial cost Over and over again. Write for booklet (SH), giving details 


A t k 0 G RA P H of Aerograph Air Brush and 
Air Compressing equipment. 
A i R B R USH ES % For precise adjustment of air pressure 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench. 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Telephone: Sydenham 6060 (8 lines) 
Showrooms :— London, Birmingham, Bristol, 


Glasgow, Manchester 


Tao 


PHOTOPRINTING 
ON GLASS 


POINT OF SALE AIDS. 


ADVERTISING MIRRORS AND TABLETS 
DISPLAY STANDS @ HANGING SIGNS 
Line and half-tone designs in MIRROR-SILVER-PRINTI 


Ask for quotations - NOVOLOR LITD., 


Works Trading Estate, Bridgend, Glam 


London Offic” 4 Carlisle Avenue, London B.C 5. 
Phone Roval 6828 (three lines) 


ADVERTISING MIRROR MANUFACTURERS 


rFERSTED 


FABRICATION 
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MERCURY © EXHIBITIONS 
© DISPLAYS 
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Every Sunday... 


Over five-and-a-quarter million 


KE y ISLEY The Sunday Times 


Sunday Graphic 
buyers 


Sunday Chronicle 


For two in every five of Britain’s newspaper. 
reading households, Sunday morning starts 
with a Kemsley Sunday newspaper. Over 5t 


° 
million households buy, read and plan their r N 
buying from these six newspapers. mpire ews 
This immense market has a very special 
character. Kemsley readers are hand-picked 
by the very nature of the papers they buy. e 
Accurate reporting attracts the better types Sunday Mail 
of people in every class; decent writing 
selects those who pay to read it. So it is that 


the policy of sound, clean journalism, which 
these Kemsley newspapers so unswervingly 


pursue, guarantees the qualities of all the S d S 
millions who are Kemsley buyers. un ay un 


KEMSLEY NEWSPAPERS 


London Manchester Glasgow Neweastle 
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SURVEY OF THE 


427 


SUNDAY NEWSPAPER* 


32 million people read 
advertisements with care 
and at leisure on Sundays 


There is a high degree of readership duplication among Sunday newspapers in this country. 
The current view is that from an advertising angle this is a great advantage as concentration 


and repetition can be achieved. 


oi say that the British Sun- 
day press constitutes one 
of the most powerful of adver- 
tising media is to state the 
obvious. The Sunday paper is 
a British institution, like the 
Sunday dinner. 

Sunday newspapers go into 
practically every home in the 
country, Readership covers, it is 
authoritatively estimated, over 
90 per cent of the adult popu- 
lation. Net sales in several 
instances are phenomenal. No 
where in the world, for example, 
can one find anything to compare 
with the 8,168,820 net sale of the 
News of the World, while net 
sales of the Sunday Pictorial and 
The People, in each case well 
over five million, are almost 
equally remarkable. It can also 
be justly claimed that there are 
no better newspapers in their 
class, in any country, than the 
Observer and Sunday Times, 
which exemplify, each in its dis- 
tinctive way, the apex of mature 
and responsible journalism. 

In England and Wales alone, 
net sales of Sunday papers total 
30,652,510 (average for six 
months, January-June 1953). In 
Scotland, the two Sundays (al- 
though the net sales of one of 
them are not published) certainly 
sell over 1,500,000 between them. 


Readership duplication 


As, according to the Hulton 
Survey, there are just under 
15,700,000 households in Great 
Britain, two Sunday newspapers, 
on an average, go into every 
home. In many households the 
intake must be five or six. 

This clearly involves a high 
degree of readership duplication, 
the actual extent of which can 
only be guessed. Current opinion 
among media specialists is that 
duplication, far from _ being 
something to be avoided, is to 
be sought after. The theory, and 
there is much to be said for it, 
is that if an advertisement is 
seen within a short period in 
more than one newspaper, its 
impact is greatly increased, for 
both concentration and repetition 
are achieved. 

But what, from an advertiser 
viewpoint, may be even more im- 
portant than net sales or total 
readership is the fact that Sunday 


effectiveness is here given. 


newspapers are read at leisure, 
and are therefore probably read 
more closely than most others. 
The explanation is self-evident: 
on Sundays people have time to 
read. This goes for the adver- 
tisements as well as for the 
editorial. 

Through the Sundays, adver- 
tisers can put over their sales 
messages to every class of con- 
sumer. On the one hand, they 
can use the Observer and Sunday 
Times, with their high percen- 
tage of readership in the upper 
and middle income groups, or 
on the other they can reach the 
“mass market” through — the 
popular Sundays, with their vast 
D and E Group coverage. 


Advertising not expensive 


Another attractive feature to 
the advertiser selling consumer 
goods with a mass appeal is the 
fact that space in the popular 
Sundays, by present standards, 
is not expensive. Though the 
rate per inch may seem high, it 
is not so when one bears in mind 
the very high net sales of these 
newspapers: the milline rate, 
which is the only true yardstick, 
is in nearly every case well below 
the national newspaper average. 


But neither’ net sales nor 
readership, important though 
these are, provide the sole 


criterion of advertising value of 
a@ newspaper to any one adver- 
tiser, or class of advertiser. Each 
paper has its own characteristics 
and traditions, its own claims on 
reader loyalty. These are all 


An assessment of the Sunday press in terms of advertising 


media selection for a product o: 
service. 

For the purpose of this article, 
the 14 Sundays can be broadly 
divided into five classes: 

The ie 


(a) two “class” news 
papers. 

(b) The two picture papers. 

(c) The five other national 
Sundays. 


(d) The three English provin 

cial Sundays. 

(ec) The two Scottish Sundays 

In the first-mentioned class, the 
Observer and Sunday Times 
command unique authority and 
esteem. 

The Observer, apart from its 
intrinsic merits, has two claims 
to distinction. Founded in 1791, 
it is the oldest of the London 
Sunday newspapers. Also, since 
1945, its ownership has been in 
the hands of a trust, one object 
of which is to permit of its sur- 
plus profits to be used for the 
promotion of its maintenance 
and prosperity. 


Moneyed readers 


The newspaper —_ circulates 
throughout the British Isies, and 
is also widely read on the Con- 
tinent and in U.S.A. Its appeal 
is to an influential, intelligent 
and moneyed class of reader. 
Authoritative articles on home 
and international litics and 
wide coverage of cultural topics, 
such as music, literature, art and 
drama are outstanding editorial 
characteristics, 

Net sales (A.B.C.).- 475,609 
(Jan.-June 1953); 452,578 (Jan.- 
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Basic facts 


about the 


Sunday press 


* In England and Wales 
alone net sales of 
Sunday newspapers 
total more than 30°5 
million. In Scotland 
the two Sundays cer- 
tainly sell over 15 
million between them. 
Two of these Sunday 
newspapers on an av- 
erage go into every 
home in the country. 
Many homes must 
take five or six. 

The cost of advertis- 
ing in these influential 
media in terms of 
milline rate—the only 
true yardstick—is in 
nearly every case well 
below the national 
newspaper average. 


The Sunday Times (Kemsley 
Newspapers) was founded in 
1822 and has shown a steady and 
continuous increase in circu- 
lation since it was acquired by 
its present proprictors in 1915, 
It circulates throughout the 
country as well as on the Con- 
tinent and in USA. among 
the cultured and well-to-do. 

The paper prides itself on a 
reliable and up-to-the-minute 
news service, as well as on its 
authoritative features, outsiand- 
ing among which are its articles 
on economics by George 
Schwartz and its commentaries 
by Scrutator and Atticus. The 
cultural field is also covered at 
the highest level. 

Its advertisement columns 
show it to be a leading medium 
for publishers, booksellers, stores 
and wholesale houses, and for 
advertisers selling cars, holidays, 
travel, property, gardening requi- 
sites, as well as for financial 
advertisers. 

Net sales..-531,566 (Jan.-June 
1953); 495,300 Glan.-June 1952). 

Both the picture papers, the 


relevant to the problem of June 1982). Sunday Graphic and the Sunday 
NATIONAL SUNDAYS: RATES AND READERSHIP 
ANALYSIS OF READERSHIP BY SEX AND CLASS 
d. (June, 1953) 
Jan.-June Cost per ——_-—_-—___- - — 
Publication 1953 Inch Rate Col. Inch Total 
Net Sale per 1.000 Reader- y 4 % » 4 , 4 % y 4 
Net Sale ship Men Women Class Class Class Class 
000 c Dt 
es & 

Empire News .. 1,961,052 NS 1610 0 2.02 4,020 510 490 15 42 1-5 82-8 
N. of the World .. 8,168,820ABC 2710 0 81 18,230 48-7 $13 1-5 42 120 82:3 
Observer se 475609 ABC 11 0 0 5-55 1,260 452 54-8 19-2 28-0 31:2 216 
People -. SA2137ABC 25 0 O 1-17 12,680 482 S18 16 $1 146 747 
Reynolds News .. 689,446 ABC 5 00 174 1,550 58:7 413 19 45 15:5 741 
Sun. Chronicle 897,886 NS 11 0 0 2:94 1,900 449 Si-t 68 13-7 274 $21 
Sun. Dispatch 2,743,749 ABC 1710 0 1-53 5,73 49-5 $05 44 87 174 os 
Sun. Express 3,246,845 ABC 2210 0 1-66 7,410 47 $0.3 86 148 25-4 $12 
Sun. Graphic 1,125,554 NS i210 0 2-66 2,610 460 S40 58 103 188 6st 
Sun. Pictorial 5,262,856 ABC 25 9 8 1-16 12,170 474% $2:2 18 48 140 794 
Sunday Times 531,566 NS is 0 0 677 1,060 472 528 26-4 2 274 160 


Extracted from “Press Analysis,” compiled by Armstrong-Warden, Lid. 
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Of The Sunday Newspapers 


Survey 
Pictorial exemplify the highly 
developed technique by which 
information and entertainment 
are = slickly and attractively 
presented. Both, as will be seen 
from the table, have a= slight 


preponderance of women readers, 
that for the Graphic being the 
more pronounced 

Ihe Sunday Graphic (Kemsley 
Newspapers), enjoys a national 
distribution, with a slight pre- 
dominance in’ the south of 
England, especially in the Home 
Counties. A comparatively high 
proportion of readers are to be 
found among the upper and 
middle classes 

It first appeared in 191% as the 
Mlustrated Sunday Herald and 
established itself, against strong 
opposition to the publishing of 


Sunday newspapers, by giving 
prominence to articles by the 
Rev. R. J. Campbell, the cloquent 


and outspoken divine. In 1927 
the tithe was changed to the one 
it now bears 

The Sunday Graphic has 
always been designed to appeal 
to women and its policy is to 
provide an editorial content of 
such a nature that it cannot be 
criticised as unsuitable for any 
member of the family 

The advertisement department 
strives to maintain the faith its 
readers have in the advertisement 
columns, which are — rigidly 
scrutinised to eliminate anything 


that may be misleading. There 
is the closest co-operation be- 
tween those responsible for the 
Woman's Page and the advertise- 
ment department, and this has 
produced some amazing results 


Net sales 1,125,554 (Jan.-June 


1953); 1,131,516 (Jan.-June 1952) 
Ihe Sunday Pictorial can 
claim to be the first pictorial 


Sunday newspaper, having been 
launched by the late Sir Edward 
Hulton in 1915 a week or so 
before the Sunday Herald (now 
Sunday Graphic) made its 
appearance. It is now, of course, 
one of the Mirror group, and is 
in many respects a Sunday ver- 
sion of that popular daily 

It shares with the Mirror two 
outstanding characteristics. One 
is an amazingly large and still 
increasing net sale, the latest pub- 
lished figure being S} million 
The other is its “publish and be 
damned” editorial policy. 

fo charges of sensationalism, 
it would answer that it is the 
duty of such a newspaper to deal 
frankly and fearlessly with all 
topics of human interest. That 
this policy is approved by its 
readers there can be no doubt 
at all, for it can fairly claim 
that it goes into more than one 
house in three every week 

To advertisers it can offer a 
remarkably comprehensive mass 
market coverage, going as it does 
to so many of the “new rich” 


THE ONLY $ sunpay paper 
PRINTED AND PUBLISHED WEST OF LONDON 
LATEST news 2 WEST COUNTRY sport 


Established 1808 


Tel 


WESTERN 
INDEPENDENT 


| CIRCULATION AREA—TORQUAY TO PENZANCE | 


SPECIMEN COPY, RATE CARD, 
CIRCULATION ‘BREAKDOWN’ DETAILS, 
ON APPLICATION TO 


ADVERTISEMENT MANAGER 
7 Alton Terrace, Plymouth 
Plymouth 2123/4/5 


D. L. CLACKSON, 80 Fleet St., London, E.C.4 
Tel Central 2625 


A. ELLIS, Cromford House, Market St., Manchester 
Tel Blackfriars 6987 


Member of the ABC. 


THE ONLY weexkty paper 
PUBLISHED IN PLYMOUTH (Pop. 220,000) 


oe 


among the 
households 

It also gives a valuable circu- 
lation breakdown A folder 
recently issued analyses the 
§,467,102 net sale figure for June 
14, giving the number sold in 
each county, with the number of 
households and the percentage 
of households covered. Figures 


well-paid artisan 


are also given for sales in 
Northern Ireland, Channel 
Islands, the Isle of Man and 
Overseas, 

Net sales (A.B.C.).- 5,262,856 


(Jan.-June 1953); 5,046,640 (Jan.- 
June 1952) 

Among the five other national 
Sundays, the News of the World 
founded in 1843, enjoys the dis- 
tinction of having easily the 
largest net sale of any newspaper 
in the world substantially over 
eight million 


Big lead maintained 


This it has built up, both by a 
consistent editorial policy that 
has found favour with the masses, 
and a truly remarkable system 
of distribution. By employing 
an army of special agents who 
did not handle weekday journals, 
it gained in its earlier days a big 
lead on other Sunday papers 
a lead it has never lost. 

Straight news rather than lavish 
features characterises its columns, 
but the news is very carefully 
selected 

With its colossal circulation 
and readership, it gives adver- 
tisers fortunate enough to obtain 
space in its columns a_ mass 
coverage that can be truly said 
to be unrivalled 

Net sales (A.B.C.).-—-8,168,820 
(Jan.-June 1953); 8,230,158 (Jan.- 
June 1982). 

The People (Odhams_ Press) 
founded by Sir William Madge, 
was first published in 1881. In 
1925, when the circulation was 
only 250,000, it was taken over 
by Odhams Press, since when its 
popularity has increased to such 
a remarkable extent that to-day, 
according to the latest Hulton 
Survey, it is read by 345 per 
cent of the adult population. 

Editorial policy provides for 
a particularly comprehensive 
coverage of popular sport, and 
notable feature writers include 
columnists Hannen Swaffer and 
Arthur Helliwell (“Follow Me 
Around”), Col. E. H. Tattersall 
on racing, Lyndoe (“The Stars 
Foretell”) and Gilbert Harding. 

Net sales (A.B.C.).--5,129,137 
(Jan.-June 1953); 4,983,525 (Jan.- 
June 1952) 

The Sunday Express (Express 
Newspapers) is the youngest of 
the Sundays, having been 
founded by Lord Beaverbrook 
in 1918. Hulton Survey figures 
warrant its claim to have the 
numerically highest quality 
readership of the Sundays—that 
is, the highest combined reader- 
ship in the A.B.C. classes 

Its aim is to be a “family 
newspaper.” In its own words, 
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“A clean and wholesome news- 
paper. It seeks neither sensation 
nor salacity. It cherishes its high 
repute and will never sully it.” 

The Sunday Express also 
assists advertisers by supplying a 
breakdown by county oj its net 
sales, which show that over 
609,000 copies are sold in the 
London area, with the remainder 
well distributed over the rest of 
the country, including Scotland. 
where over 111,000 sales are in 
Glasgow alone. 

Net sales (A.B.C.).—3,291,280 
(Jan.-June 1953); 3,223,980 (Jan.- 
June 1982). 

The Sunday Dispatch (Asso 
ciated Newspapers) was founded 
as the Weekly Dispatch in 1801. 
and celebrated its 150th anniver 
sary with its issue of September 
23, 1951, when it carried a 
message of congratulation from 
His Late Majesty, King George 
Vi. It was acquired by the 
Harmsworth brothers (afterwards 
Lord Northcliffe and Lord 
Rothermere) in 1903. In 1928 
its present tithe was introduced 

Its coverage is nation-wide, and 


topicality is the keynote of its 
features, in which the “human 
interest angle” is pronounced 


Its advertisement columns appeal. 
in its own words, to “all mem- 
bers of the family in every class.” 

Net sales (A.B.C.).-2,743,749 
(Jan.-June 1953); 2,664,309 (Jan.- 
June 1952). 

Empire News (Kemsley News- 
papers) has a national sale, but 
the bulk of its distribution is in 
the Midlands and in the indus- 
trial north of England, were for 
many years it has been regarded 
as the predominant Sunday. It 
also has the distinction of being 
the biggest-selling English Sun- 
day in the Republic of Ireland 
Sales in the south of England are 
said to be on the increase 


Popular competitions 


First published in 1884 with 
the title of The Umpire, its 
appeal has always been mainly 
sporting, though to-day it has 
developed into a vigorous general 
newspaper. It specialises in 
exclusive news stories and “the 
news behind the news,” and pub- 
lishes two very popular com- 
petitions “Spot the Ball” and a 
fashions contest, A whole page 
is devoted to women’s interests. 

Circulation is mainly among 
the income group—-£60)-£1,000 
a year-——where incomes have 
since the war shown the greatest 
proportionate increase 

Net  sales.-1,961,052 = (Jan.- 
June 1953); 1,866,561 (Jlan.-June 
1952). 

The Sunday Chronicle (Kems- 
ley Newspapers) founded .n 1885. 
has a long literary tradition and 
considerable prestige among 
middle class readers. It circulates 
nationally in Great Britain and 
Ireland, with Northern England 
as its strongest area. 


Since the days of its first 
editor, Robert Blatchford, the 
Sunday Chronicle has been 


notable for its outspoken views 
and its policy is to present news 
honestly and impartially. Among 
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THE OBSERVER 


The average weekly net 
sale of THE OBSERVER 


for OCTOBER was 


507,666 


—and the advertisement 


rate is still only 


£| an inch 


The Observer is a member of the Audit Bureau of Circulations and its certified net sale 


figures are published regularly 
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how 
good 
is your 


face? 


‘Let’s have an Elizabethan 


tie-in’ said a patriotic type who's been at CL through 


Five Reigns. ‘Something that plugs our creative ser- 


vices and gets ‘em thinking about the standards of 


their own direct mail.’ So out came The Oxford and 


up we came with that famous saying attributed to the 


First Elizabeth: ‘‘A good face is a letter of recom- 


mendation.’’ It says all we thought of saying about 


well-designed direct mail — except of course that we 


really do practise what we preach and are always 


keen to lift a few more faces for a few more clients. 


GL 


Keep tabs on the number of pros- 
pects direct mail can help you 
reach by asking us to send you a 
copy of our latest FACTS & 
FIGURES. Ask us now. 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


Alexander House * Shaftesbury Avenue * wc2 * Temple Bar 2641 
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The Sunday 
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Newspapers 


its many distinguished contrib- 
utors to-day are Lord Vansittart 
and Beverley Nichols. 

For advertisers, the fact that 
so much of the Sunday Chronicle 
circulation goes to the prosperous 
middle-class homes of a rich 
industrial area from the Midlands 


| to the Scottish border is a point 


to note. 

Net sales.--897,886 (Jan.-June 
1953); 951,301 (lan.-June 1952). 

Reynolds News (Co-operative 
Press Ltd.) was founded in 1850 
by G. W. M. Reynolds, a 
Chartist, who started his paper 
to advocate the People’s Charter 
and to voice his demand for 
political, social and economic 


| reform. 


In 1929 the paper was _pur- 
chased by the Co-operative Press 
Ltd., and since this date its view- 
om politically Labour, has 

een determined broadly by the 
policy of the Co-operative Con- 


gress. In 1936, on moving to its 
present home in Gray's Inn 
Road, London, the paper was 


modernised and improved. 
Policy is to champion the 
housewife, by the advocacy of 


| measures to cut the cost of 
| living. 


As an advertising medium, 
it can claim as a plus its in- 


fluence in the vast trading 
concern represented by ° the 
Co-operative Movement. 

Net sales (A.B.C.).--689,466 


(Jan.-June 1953); 702,586 (Jan.- 


| June 1952). 


| 


In England there are only 
three provincial Sunday news- 
papers, other than those pub- 
lished in Manchester which rank 
as nationals 

The Sunday Mercury (West- 
minster Press Provincial News- 
papers) circulates in Birmingham 
and within a 50 miles radius of 
that city. It came into being 
in 1918 when the then Weekly 
Mercury became the Midlands 
first and only Sunday newspaper. 
Since 1946 net sales have more 
than doubled, being now well 
over 180,000, and still going up. 

Editorially, policy is to give 
local news, views and features, 
sometimes controversial but al- 
ways in the interest of the local 
community. 

Net sales (A.B.C.).—-175,092 
(an.-June 1953); 166,414 (Jan.- 
June 1982). 

The Sunday Sun (Kemsley 
Newspapers) covers broadly Nor- 
thumberland, Durham, Cumber- 


land and part of the North 
Riding of Yorkshire. Founded 
in 1919, it has since firmly 


established itself in the affections 
of its North East coast readers. 
In Newcastle it goes into three 
out of every five families. Special 
editions are run for Tees-side, 
Cumberland, North West Dur- 
ham, Tyneside and Wearside. 

Its editorial policy is to reflect 
the daily life and activities of its 
area. Its late edition times 
the earliest edition does not go 
to press until 12.30 a.m.—give it 
a decided competitive advantage. 

In the report of the Royal 


Commission on the press, which 
compared the sales of al! Sun- 
day papers in 1938 and 1948, the 
Sunday Sun records the third 
highest percentage increase over 
the decade. 

To advertisers, it offers inten- 
sive coverage of B and C readers 
in one of Britain’s most im- 
portant industrial areas. 

Net sales._-208,703 (Sept. 20, 
1953); 206,081 (Sept. 21, 1952). 

The Western Independent is 
the only weekly paper published 
in Plymouth, with its population 
of 210,000, and the only Sunday 
in the west country. It has no 
connection with any other paper 
published in that region. First 
published in 1808 as Plymouth 
Dock Telegraph, it changed its 
title to the present one in 1833. 

Advertisers are assisted by a 
circulation breakdown that gives 
approximate sales both in Ply- 
mouth itself, approximately 65 
per cent, and in each of the main 
areas of Cornwall (approximately 
30 per cent) and South Devon. 
The Western Independent's pop- 
ularity as an advertising medium 
is indicated by the fact that 
recently it published a 24-page 
issue for the first time since the 
war. 

Editorial columns have a pro- 
nounced local slant, and include 
a weekly article on naval effairs, 
four pages devoted to local sport 
and two to a knitting article and 
women’s feature. 

Net sales (A.B.C.). 
(Jan.-June 1953); 35,761 
June 1952). 

Scotland has two Sunday news- 
papers, both of which are pub- 
lished from Glasgow and claim 
to cover the whole country. 

The Sunday Mail (Kemsley 
Newspapers), founded in 1914, 
has a distribution broadly corres- 
ponding to that of population in 
Scotland. Readership is mainly 
industrial working class. Editorial 
policy reflects an understanding 
of Scottish affairs and expression 
of a Scottish viewpoint. 

This newspaper has the distinc- 
tion of having pioneered full 
colour printing, which was first 
used for features in 1936. Some 
remarkable full colour adver- 
tisements have also appeared. 

Issues have been at 48 pages. 

Net sales.—625,105 (Jan.-June 
1953); 603,818 (Jan.-June 1952). 


36,195 
(Jan.- 


The Sunday Post (D. C. 
Thomson & Co.,  Ltd.), first 
published in 1914, has since 


experienced steady growth. Its 
net sales are not publicly 
revealed, but are believed to be 
very considerable. 

It describes itself as a ‘amily 
newspaper, but prides itself on 
fearlessly “hitting out at abuses, 
big and small.” Among its many 
notable features are a weekly 
page of letters from readers in 
many parts of the world, a 
unique page by Francis Gey, the 
friendly philosopher, and a Fun 
Section, in which are related the 
chronicles of the “Broon Family” 
and “Oor Wullie,” firm favourites 
in many a Scottish home. 
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How prosperity hinges 
on advertising facilities 


ARKET research has 
proved many things. But 
the best is yet to be. One 


fine day, surely, we shall see 
it established, statistically, just 
how the prosperity of a town 
depends on the advertising 
facilities which exist there. 

* * * 
CONSIDER this circumstance 
More is spent per head of 

population in Worcester shops 
than in any other town in the 
West Midlands, according to the 
Government's Retail and Service 
Trades Census of Distribution. 

This is not surprising when the 
advertising facilities are  con- 
sidered 

In Worcester, Kidderminster, 
Stourport, Droitwich, Malvern, 
Ledbury, Pershore, Evesham and 
Hereford, advertisers have the 
advantage of being able to use 
the local weekly paper for their 
particular town and its immediate 
surrounding area, or the evening 
paper which blankets them all. 

Evidence of the popularity of 
these papers may be judged by 
recent instances: 

During the Motor 
complete two-page 
peared on two days in the 
Evening News and Times, and 
motor dealers from six different 
places were included. 

The Worcester Co-operative 
Society opened its new bakery, 
and, together with contractors, 
took a page and a half in the 
Evening News and Times and 
four of the weekly papers. 

A competition run by a radio 
dealer produced 360 entries. 

A series of beauty demonstra- 
tions was attended by about 
1,500 women and girls, and one 
chemist reported additional sales 
of the products concerned 
amounting to £60 or £70. 

One branch of a store with 
experience in London, the South 
Coast and other parts, considers 
the Worcester returns at sale 
time quite exceptional for its size. 
The manager stated recently, “It 
is overwhelmingly apparent from 
week-end sales figures which de- 
partment has received press 
advertising support.” 

Local advertisers usually report 
best results from detailed factual 
copy rather than large general 
claims or prestige advertising. 

ed ok ok 
SPACE BOOKINGS for Irish news- 

papers are particularly heavy 
in fact top-heavy at times. 
Donnelly’s Sausages (O’Kennedy- 
Brindley), An Tostal—Ireland at 
Home Festival (Sund Advertis- 
ing) and Clery’s department store 
(McEvoy’s Advertising Service) 
are among recent full page book- 
ings in the Irish newspapers. 

The Jrish Times carried both 
Donnelly’s and Tostal full pages 


Show a 
spread ap- 


By WILTON EVAN 


advertisement feature 
page on tractors in add tion to 
noimal Saturday advertising in 
a 20-page issue. 
There has been a 
very marked in 
particularly in the ZJrish Press 
and /rish Independent, to pro- 
mote special advertising features 
sometimes based on a town 
which use comparatively small 
spaces (down to 2 in. singles). 


and an 


tendency, 
recent months, 


MONTHS AGO I suggested that 
the Newspaper Society's cam- 
paign for advertising advertising 
would inspire some newspapers 
to a similar, independent enter- 
prise In the case of the 
Manchester City News no such 
spur was needed. Their latest 
effort, however, merits study as 
an interesting copy approach. 

When is a spade not a spade? 
asks the headline 


Answer : 
“Some learned = gentlemen 
could trace the history of the 


ordinary garden spade back to 
the beginning of man’s first 
effort to wrest a living from the 
soil. So familiar is the spade to 
us that even in our day of jets 
and atom explosions we. still 
borrow its name to describe that 
ever-flourishing characteristic of 


the north—frankness. There is 
recognised virtue in the old- 
fashioned habit of ‘calling a 


spade a spade.” 
‘ 


VITAL INTERESTS 


“It as no ‘ess a virtue with 
the local newspaper .. . reflect- 
ing as it does the news anc views 
ot local people. The local news- 
paper is alone in its 100 per 
cent policy of identifying and 
upholding the vital interests of 
those people. Unfettered by 
wider interests and pressures, 
it portrays the local picture faith- 
fully without trimmings or twist. 
In short, in common with its 
readers, the local newspaper calls 
a ‘spade a spade’.” 

* ok * 

A NEW DRESS for a newspaper 
is not a Dior or Hartnell whim 
or fancy; it is something that de- 
mands careful consideration, 
meticulous planning, conflict with 
technical difficulties and = an 
enormous volume of solid team 
work. It is not just another job; 
it is an event! 

Thus mused, editorially, the 
Liverpool Evening Express which 
has just switched to what it calls 
“magazine size” (six columns per 
page 15 ins. deep) 

The newspaper 
plained: “We owe it to readers 
to meet modern needs’ with 
modern methods and we feel that 
the handier-size newspaper is 


further ex- 


more in keeping with present-day 
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This composite page in the “East- 
bourne Herald Chronicle” featured 
local people in the defence services. 


outlook and requirements It 
certainly will be appreciated by 
travellers in crowded buses and 
trains and by those busy readers 
who want the latest news served 
up to them succinctly and attrac- 
tively 

“Newspapers to-day not only 
purvey news, but provide enter- 
tainment, and in our columns we 
shall strive to interest, inform 
and amuse every member of the 
family. 

“Inevitably there will be some 
members of the great Evening 
Express family who do not like 
change. To them we say, most 
sincerely, that if they give our 
ideas a fair trial they will be 
convinced that the new style 
Express is both different and 
better ‘ 

“But the vast majority of our 
readers know us well enough 
to anticipate achievement of a 
new standard in north country 
journalism.” 

*k od of 

THe PROPRIETOR of a_ local 
pet shop inserted a 4 in. double 
column advertisement in the 
Birkenhead News Group for one 
insertion only 

He stated that the response 
was so overwhelming from new 
customers all over Wirral and 
beyond, even from North Wales, 
that his staff has been working 
it full pressure to cope with the 
extra demand. Since then the 
business was doing four times as 
much trade as previously 


RESULTS 
‘SAME 
DAY 


Motor show ads 
accelerate 


AFTER SrorT I suppose that 
cars are the chief topic of dis 
cussion among men and _ this 
year’s Motor Show provided a 
good opportunity for local news- 
papers really to go to town on 
motoring 

A fine example of how a very 
readable editorial subject can be 
linked with valuable advertising 
support is provided by the Cum 
herland Evening News, which 
published a 12-page supplement 
on the Show 

It contained detailed write-ups 
of over SO makes of cars avail- 
able from local dealers, and 30 
photographs All the dealers 
advertised. In all, two full pages, 
seven half-pages, three quarter- 
pages and two full double 
column spaces were taken 

Derrick V. Wood, the paper's 
advertisement manager, tells me 
that every week their feature 
“Mainly for Men” carries a road 
test report on different makes of 
cars and that they find that this 
service is greatly appreciated in 
an area where the percentage of 
car owners is very high. 


LARGEST ISSUE 


LARGEST issue to be pub- 
lished since the war by the Kent 
and Sussex Courier ran to 18 
pages and included a three-page 
feature on motoring Local 
dealers rallied round and took 
space while members of the 
paper's staff who are motorists 
turned in reports on the latest 
models 

The Bridlington Chronicle, too, 
did a good job in tying up with 
the Motor Show 

Only two pages were devoted 
to it, but nearly 75 per cent of 
the space was taken for adver- 
tising, including a half-page and 
three quarter-page spaces 

The Border Counties Adver- 

tizer’'s 12-page motoring supple- 
ment was a great success in the 
border counties area and the 
motoring trade reported favour- 
ably on its effect upon sales in 
general. 
Footnote: Another Road Safety 
Week record? The _ two-page 
supplement in the “Widnes 
Weekly News” carried 274 
inches of advertising 


ferraniacolor 


FILMS 


FEeRRANIAC OLOR is the latest and most thril- 
ling colour process for professional and amateur 
photographers, yielding beautiful transparencies in 
natural colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a couple of 
hours after making the exposures—no longer is it 
necessary to wait several days, or weeks, whilst films 
are being processed by a centralised laboratory. 
Ferraniacolor films are available in 35 mm. 20 exposures, 
in cassettes @ II 4d. y= 3 tid. P.T. of F20 roll films 
@ 9 td. plus 3 2d. PT 

For free booklet 
postcard to Neville Brown & Co. Lid., 77 Newman St., W.1 


“How to Use Ferraniacolor Film’’ send o 
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ADVERTISER'S WEEKLY 


STUART LEWIS looks at new 


posters and remarks that some rules are 


of advertising theory there 
are a few simple truths. One of 
these ig that clever layout and 
costly artwork can never disguise 
the deficiencies of a ok or 
poorly developed theme. ‘There 
is ample evidence of this in the 
work of those agencies where 
copywriters are little more than 
fillers-in of words or sub-editors 
of the account executive's brief, 
where frequently the account 
executive is the king-pin with a 
squad of tame artists at his 
disposal. 

After the briefing stage there 
is only one way in which good 
advertising is produced. This is 
through the collaboration of a 
trained and talented copywriter 
and a first-class creative artist. 
When such a partnership exists 
there is every chance that the 
layout and presentation of the 
finished campaign will be pro- 
perly related to the central copy 
theme—apt and complementary 
in every detail. Needless to say 
there will be meetings, discus- 
sions and arguments with the 
account executive and even with 
a director and a client; of course 
there will be modifications and 
improvements; but in the end the 
campaign will emerge as a more 
or less coherent creative whole. 

I suspect that the Surf cam- 


Old but true 


MIDST all the mumbo-jumbo 


paign (“Happy Surf-day to You!”) 
may have been produced in this 
way; certainly as a pictorial ex- 
pression of the copy theme the 
hotographs used could not be 
ettered. In fact I cannot con- 
ceive that the very finest work of 
a top-line commercial artist could 
do precisely what these mother- 
and-child photographs are doing. 

The one which appears in the 
Surf poster on the hoardings now 
is as good as any in the series. 
Here, in pose and expression, the 
mother and her daughter are 
completely natural and charming. 

Momentarily one _ forgets 
that they are the hirelings of 
an advertiser and begins to 
visualise a proud father bend- 
ing over his camera to take 
this happiest of snaps. It is as 
if one were looking in on the 
private life of a real family on 

a real wash-day—and a very 

pleasant wash-day at that. 

In this ster the slogan 
“Happy Surf-day to You!” has 
been omitted and the picture 
alone is relied upon to tell that 
part of the story. I wonder 
whether this was a wise decision 
and whether in fact the photo- 
graph works quite so hard when 
divorced from the slogan. 

As for the copy which does 
appear (“Surf for a Spotless Boil 
the complete detergent”) I con- 


In pose and expres- 
sion the mother 
and her daughter 
are completely 
natural and charm- 


“SPOTLESS BOIL 


NOVEMBER 19, 


1953 


-the complete-detergent 


fess that at first reading I felt 
quite unqualified to judge its 
appeal to housewives. Spotless 
Boil? Did these words say any- 
thing which otheg soapless deter- 
gents could not claim or had not 
already claimed? Or was I just 
a mere male who had _ been 
trapped once more in the Babel 
of detergent advertising and who 
lacked the gift of tongues? Spot- 
less Boil, Boilless Spot, Latherless 
Foam, Waterless Rinse. . . . 
To preserve my sanity I con- 
ducted a rapid one-man survey. 
My one-woman sample, 
when asked her reaction to 
Spotless Boil, replied that al- 
though the literal meaning was 


| 


clear enough it did not strike 

the faintest chord in her mind. 

The Surf poster will doubtless 
cause a general epidemic of 
photographic posters. All over 
the country clients are surely 
saying to their agencies, “Why 
don’t we use a photograph—-as 
good as the Surf one, of course?” 
They know not what they ask. 
Moreover the wretched art direc- 
tors who work on their accounts 
most probably know not where 
to turn. Photography of this 
quality is rare indeed. 

* * 


* 
LL who believe that Christ- 
mas cards should be 
smothered with snowflakes and 
mock-frost will respond most 
warmly to the new roof-card for 
Raphael Tuck appearing now in 
London Transport trains. This 
card is not only the epitome of 

the cards it advertises; it 
new ground itself. As Raphael 
Tuck so rightly stress, “what 
makes it unique from the point 
of view of display .. . is its use 
of silver glitter’; and they 
equally rightly add that one’s eye 
is “drawn to it by the sparkle of 
the silver glitter under artificial 

light” (see illustration at left). 

Certainly this roof-card will be 
seen and remembered by many 
weary travellers. Whether they 
rush to their stationers and 
demand Raphael Tuck’s Christ- 
mas cards is quite another thing. 

* 


* 
VER since Tom Purvis and 
his followers set the style of 
the Heroic Poster, artists in this 
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: A mistake in National 
: POSTER ADVERTISING 
7, 


All National Poster campaigns are better 
when handled by one qualified and ex- 
perienced contractor. That contractor is 
then responsible for the inspection of the 
display, correction of any mistakes, and 
consequent claims for compensation. 
Sheldons, with their 113 years’ experience 
of Poster advertising, have skilled inspec- 
tors, whose job it is to see that every 
individual Poster is correctly posted and 
maintained. 

This, and the sound guidance they offer 
in the planning of a campaign, ensures 
that good results can be expected. 


* Have you had a copy of “MAKING A 
POSTER”? Application on business note- 


paper will bring you a copy by return. 


Skeldons Ita 


Established 1540 
SHELDON HOUSE, QUEEN STREET, LEEDS, 1 
WMMM@W@@MMMd 


VW 


CW WA MOU iW rn, 


YOUR COMMODITY 
DISTRIBUTED IN 
BOLTON & DISTRICT 


YOUR ADVERTISEMENTS 
IN THE 


BOLTON EVENING NEWS 


A combination which will prove profitable 
to any manufacturer. The people of Bolton 
have money to spend and spend it freely. 
Guide them to purchase your goods by 
advertising in the 


BOLTON EVENING NEWS 


the Newspaper with an A.B.C. Net Sale of 
83,575 copies, and a delivery by News- 
agents every day to eight out of ten homes. 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6 ARLINGTON ST. 
BOLTON LANCS. LONDON . S.W.1 
Telephone: Bolton 1993 Telephone: GRO. $220 
Advert. Manager: Wm. Sheppard London Manager: C. A. Miles 


180 FLEET ST., LONDON, E.C.4. 


ADVERTISER'S WEEKLY 


a oe 


How TO CUT 
COSTS ALL 
ROUND THE 

BUSINESS 


with the 
GUARANTEED 
/ COVERAGE of 
‘Industrial Management 


“BUSINESS” The Journal of 
Management in Industry goes to the 
top-level industrial executives throughout the 
country. Its readers are the men who are 
interested in all types of equipment for Industry 
and who have the power to make or influence 
buying decisions. They buy everything from 
paper-clips to factory machinery, typewriters 
to transport, a truly powerful purchasing force. 


The cost of a full-page announcement in 
BUSINESS—which will reach this guaranteed 
market —is less than a penny per 
subseriber. 


A. B. ta i. 


NET MONTHLY SALES 


JAN-JUNE 1953 


—12.B25 , 


COPIES 4 g 


PUBLISHED BY 


BUSINESS PUBLICATIONS [1D. 


TEL: CHARGER G5es 
G. W. LESLIE — ADVERTISEMENT DIRECTOR 
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A NEW MEDIUM OF ADVERTISING! 


have pleasure 


ILLUMINATED SIGNS AT NIGHT 


Aircraft also available for poster 
and banner towing by day. 


For further particulars apply to:-- 


SKY SIGNS (1950) 


SOUTHEND AIRPORT + ESSEX 


in an- 
nouncing that they have 
a fleet of aircraft fully 
equipped to accept con- 
tracts for advertising by 


with A COMPLETE COVERAGE ra “THE aa’ AREA 
 e, . 


SH a. 


*, 


MANCHESTER POSTER SERVICE qi 


27, 29, 31 Bootle Street, Deansgate, Stensheser 2. 
Telephone : BLAckfriars 9211 (3 lines) 


We give individual 'inspection 


at least thrice monthly 


to each of your posters. 


PADDINGTON 0166/7 


~G. F. KRUSE LIMITED 
37 SPRING STREET, W.2 


Mechanieal World 


AND ENCINEERING RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products ; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card... 


EMMOTT & CO. LTD. 50 TEMPLE CHAMBERS, TEMPLE AVENUEE C4 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER 3 
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e STUART 
LEWIS looks 
al posters— 


continued 


country have tended to treat 


| serious subjects with overwhelm- 


} 
| 


ing seriousness. Since one of the 
most serious subjects on earth is 
Food, it is not surprising that 
Abram Games approached his 
United Nations poster in this 
frame of mind. Here we see the 
conventional Adonis, his arms 
thrust forward in a_ suitably 
appealing gesture, his cupped 
hands overflowing with corn. 


| Only an artist in the Games class 


| 
| 


could have got away with such 
an obvious, traditional concep- 
tion; yet through his sensitive use 
of colour (and strong draughts- 
manship too) he has produced a 
poster which does everything it 
was required to do including, 
presumably, the spreading of a 
happy smile on the client's face. 
a of oe 

HOSE responsible for the 

Home Guard recruiting cam- 
paign are not to be envied. To 
persuade the man-in-the-street to 
devote his leisure hours to the 
defence of Britain at a_ time 


Gia 
HG 


Beyond reproach -and the copy 
writer is almost certainly the 
finest in the political field 


NOVEMBER 19. 1953 


om 


i= 


| “wous MUTE H ORGANIZATION 


Although an obvious traditional 
conception, Abram Games has, 
through a sensitive use of colour 
and strong draughtsmanship, 
produced a_ poster which does 
everything required. 


when the tedious aftermath ol 
the last war—controls, shortages. 
rationing and the like—are 
noticeably diminishing, is no easy 


task. As peace becomes more 
apparent, the call to arms-—-how- 
ever urgent and necessary 


becomes less dramatic. 

Is a straight appeal to patrio- 
tism the right line, or are there 
other more personal incentives 
to join the Home Guard? For 
example, is there a case for some 
subtle approach to chaps who are 
bored with evenings at home and 
who can seldom afford the luxury 
of pub or pictures? Could it 
be that Mr. Jones is a trifle self- 
conscious about donning uni- 
form, for fear the neighbours re- 
gard him as an odd and rather 
panicky character? Are there 
not features of Home Guard 
training which would appeal to 
the man with a technical turn ot 
mind? 

If indeed patriotism is enoug 
(or if other appeals are con- 
sidered undesirable or impractic- 
able) then the rousing piece of 
copy in the new Home Guard 
poster is beyond reproach. This 
is not surprising, as the “copy- 
writer” is almost certainly the 
finest in the political field-—Sir 
Winston Churchill: 

“Our Country should suggest 


to the mind of a_ potential 
paratrooper the back of a 
hedgehog rather than th 


paunch of a rabbit.” 

The poster, which signs ofl 
with “So join the Home Guard. 
shows pleasing drawings (perhaps 
too pleasing) of a very prickly 
hedgehog and a very paunchy 
rabbit. It is a pity that these are 
displayed on rather fussy white 
shapes, which although intended 
to convey prickliness and 
paunchiness respectively merely 
detract from the drawings. 
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Three-point plan to promote UN 


aid-for-children Xmas cards 


HREE months 

United Nations Interna- 
tional Children’s Emergency 
Fund approached Stuart Ad- 
vertising Agency Ltd. for 
advice as to the best way to 
sell their Christmas cards. 

Printed in the United States 
these cards have been freely de- 
signed by Lewitt-Him and Henri 
Matisse —Lewitt-Him (two Lon- 
don artists) featuring children of 
many lands at play and Henri 
Matisse symbolising the “Torch 
of Hope.” 

Stuart's advised the following: 

@A poster for notice boards 

of factories, offices, etc., in 
two colours with a space for 
an actual coloured card to 
be pasted on. The other 
cards to be illustrated black 
and white in the poster. 

@A leaflet with information 

about U.N.LC.E.F., Lewitt- 
Him and Matisse, and illus- 
trations of the cards, to be 
sent to a list of people who 
bought cards last year. An 
order form for cards to be 
set out on the back of the 
leaflet. 

® An advertisement to go into 

newspapers, to be given 
by large advertisers. This 
would also carry an order 
form. 

A motif for the poster, leaflet 
and advertisement was wanted 
by Stuart’s to tie together this 
three-pronged campaign and they 
concluded that the simplest and 
most effective solution would be 


ago the 


ONTRARY to their normal 

policy, the Royal Society for 
the Prevention of Accidents in 
the above poster adopts the 
“horror’ approach. Designer 
Maurice Rickards (see ADVER- 
TISER'S WEEKLY, October 29, 
page 238) was asked to produce 
a poster that would re-awaken 
public interest in road safety. 


EE 
cL Y jet your greeting 


help a child 


the 


to uSe 
Lewitt-Him cards. 
chose different 
poster, leaflet and advertisement 


from the 
At first they 
figures for the 


figures 


but on second thought they 
decided it would be better to 
have a consistent motif through- 
out. They settled upon their 
favourite—the “Hop Scotch, 
Pakistan” figures (see above). 
When asked if they would 
adapt their colour drawings to 


black and white Lewitt-Him 
readily agreed and offered to 
carry out the finished artwork 


The posiers have been given to 
U.N.LC.E.F. by Lewitt-Him, 
Stuart Advertising Agency and 
Wass Pritchard & Co., Ltd. 


This poster, produced by the 
J. K. Clayton Advertising Agency 
Lid., Manchester, was praised by 
Stuart Lewis in’ ADVERTISER'S 
WEEKLY, October 15, page 162 
The accompanying words lend 
emphasis to an offer of value 
which seems to-day to be almost 
anachronistic. 


cient 


OVER 


135,500 
9 
COPIES WEEKLY 
IS THE A.B.C. ; 

NET SALE ; 

OF THE 4 

: 

‘ 


HOME COUNTIES 
NEWSPAPERS GROUP 


Covering the prosperous indus- 
trial and agricultural areas of 
Beds, Herts and Bucks, with 
eleven individual local news- 
papers—an obvious choice of 
the astute advertiser who seeks 
coverage, service and value. 


45-2" 


RATE 


PER 
S$ COL 
INCH 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


LANCASHIRE 


THE IDEAL POSTER COUNTY 


POSTER ADVERTISING 
ASSOCIATION 


ADVERTISER'S WEEKLY 


* 


Wanted: 


an International 
Advertising 
Manager 


* 


THE ADVERTISER is a large engineer- 
ing concern with its headquarters 
in Sweden and subsidiaries or 
allied companies in many coun- 
tries, covering Europe, The 
Middle East, Africa, Australasia 
and the American Continent, 


* 


THE JOB is to organise a depart- 
ment at Stockholm to deal with 
international advertising in all its 
aspects, press advertising, cata- 
logues and literature, principally 
in English: to co-ordinate the 
advertising and publicity of 
allied companies in other coun- 
tries, working closely with the 
parent company’s London public 
relations consultants and advert- 
ising agents. 


x 


THE MAN should be a top flight 
advertising man with a few years 
of all-round experience behind 
him; knowledgeable about ad- 
vertisin : production and printing 
processes; a first class organiser 
Some knowledge of enginecring 
and forcign languages is an 
advantage but not essential. 


. 


APPLICATIONS with full details ot 
career, but without specimens ot 
work or original references to 
Box 6045 Advertiser's Weekly 


¥ 
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OFF TO CANADA 


"THIS RATHER “noble” picture 
belies Derek Wrangham’s sense of 
humour.” “I was trying to look 
like a poten- 
tial captain of 


industry when 
it was taken,” 
he told me. 
Mr. Wrang- 
ham, who has 
been a copy- 
writer with 
Lambe & 
Robinson 
since June 
last year, is 
now off to 
Toronto to 
4 work in the 
| advertising 
department 
of the very 
big industrial = grou Canada 
Packers. My guess is t at this like- 
= young man is the sort of 
— whom Canadians will 
cicome 
At 33 he has “been around.” In 
Kenya he was a professional photo- 
grapher and then worked as a copy- 
writer with a small agency; in 
Durban he was with the J. Walter 
Thompson Co. and also. with 
Lintas. During the war he was a 
major in’ the Queen's Royal 
Regiment and then, seconded to 
the Engineers, served in Burma. 


"THE ABILITY to “dish it out” 
as well as take it has been _amus- 
ingly demonstrated by 
Hooper, managing director, 
Schweppes, Ltd., at two recent 
functions. it will be recalled that 
at the Aldwych Club dinner, at 
which he was invested with the 
presidency of the club, he sat under 
a canopy fringed with soft-drink 
bottles, was ceremoniously installed 
as “Lord-Lieutenant of Schweppe- 
shire, Viscount Hooper of Schweppe- 
stowe Castle,” can toe presented 
with a chain of bottle closures. 

Afterwards at the Tunbridge Wells 
Licensed Victuallers’ Association 
annual dinner, J. A. P. Charrington, 
whose firm market the rival Canada 
Dry, was installed as the new presi- 
dent of the Association. Mr. 
Hooper put on his own chain of 
office and then produced a second 
chain and placed it round Mr. 
Charrington’s neck. 

“You are hereby created Viscount 
Cc ‘harnington, of Pin Point, Carbon- 
a he eaeen. 


Art penacren. of the British 
Colour Council since 1931, R. F. 
Wilson has published a new book, 
Colour and Light at Work. \t was 
Mr. Wilson who introduced the idea 
of promoting a special theme with 
seasonal colour ranges which give a 
Stimulus to designers of textiles, 
and provide inspiration for ideas 
in display and advertising matter. 


© isl AAIN G 5 


Even in these days of limited appropriations 
and higher advertising costs, the space buyer 
finds means of adding ‘ the better ’ media. 
There is reason to include ‘ THE UNIVERSE ’ 
under this heading, for its constant rise in net 
sales can only emphasise the value of the 
editorial columns and the consequent increase 
in pulling power of advertisements. 


ABC Sales Jan.— June 19535 


237,889 copies weekly 


* The Universe ’ interests the whole family. 
Buy in the right market and get 


QUALITY - QUANTITY * RESULTS 


No national appropriation is complete without 


The Universe 


FIELD HOUSE 


BREAMS BUILDINGS 


at 40/- per s.c. inch 


LONDON E.C.4. 


HOW A BEER 
GOT ITS NAME 


A BOTTLE of Dragon’s Blood 
arrived on my desk the other day 
from J. W. Green Ltd. the brewers, 
whose head ofiice is at Luton. It 
turned out to be a bottle of fine old 


English ale. There's an interesting 
story behind its name. a 
t, Green's advertising 


manager, told me that about four 
years ago a man appeared before 
Luton magistrates charged with 
being drunk and incapable. His 
story was that the previous night 
he had been drinking a very strong 
bottled beer 

“It must have been dragon's 
blood,”” he stammered. 

A local newspaper carried the 
story with a big headline—‘‘It must 
have been dragon's blood.”” Green's 
leaped at the opportunity. They 
registered the name, re-bottled their 
strong ale and designed new labels. 
And so Dragon's Blood was born. 


* * * 


ADVERTISING people who like 
music should turn up in force at the 
Wigmore Hall on cember 7, for 
the abilities of two advertising men 
will be exemplified. The composi- 
tions will be those of John Wright, 
commercial artist with Mather & 
Crowther; and Laurence Sprin: 
secretary of the British Direct Mail 
Advertising Association, who was 
a professional pianist and teacher 
for a number of years before the 
war, will be one of the artistes. 

Mr. Wright has already had 
works, including a divertimento for 
oboe and strings, broadcast, and 
performances of his music have been 
given at Cambridge University and 
elsewhere. Pieces to be performed 
at Wigmore Hall will include songs 
and chamber music. 

Before oing to Mather & 
Crowther, Mir Wright had been 
with Crawford's and in the publicity 
department of the Daily Express. 
He has been composing for about 
15 years. 


* * * 


THE FOLLOWING ditty was 

quoted by John Oldham, chairman 

and managing director of Oldham 

& Son Ltd. (the battery and elec- 

trical equipment makers) at a 

Motor Show dinner: 

A lion met a tiger as they drank 
beside the pte 

Said the tiger to the lion, “Why 
are you roaring like a fool?” 

“That's not foolish,”’ said the lion, 
with a twinkle in his eyes, 

“They call me king of all the beasts 
because I advertise.” 

A rabbit heard them talking and 
ran homeward like a streak. 

He thought he'd try the lion's plan, 
but his roar was just a squeak. 

A fox came to investigate, had 
luncheon in the woods— 

Moral: Never advertise unless you 
have the goods. 

Mr. Oldham was the “Mr. X” 
whose recorded speech was one of 
the highlights of the last Clubs’ 
Conference. 

* * * 


BLAST WEEK | was guilty of 
what Mrs. Malaprop called “‘a nice 
derangement of epitaphs.” Instead 
of applying the description ‘small 
scale store’ to the huge stand which 
Colmer’s of Bath had at the Bath 
and West Show, | applied it to 
Colmer’s themselves. Colmer’s are, 
of course, one of the foremost 
stores in the West of England, 
with subsidiaries in Bristol and 
Weston-super-Mare. On behalf of 
Mrs. Malaprop and myself | here- 
with apologise. 
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G. L. MeLellan (left) marks the 
Chesher 


time of W. T. "s retirement 
with the gift of a clock. 


Memories of the 
pony cart days 


"T HE NOT-SO-GOOD old days 
when billposting was carried out 
with pony carts or bicycles are re- 
called by W. T. Chesher, whom 
G. L. McLellan (director of Odhams 
Press) presented with a clock to 
mark his retirement from _ the 
managership of the St. Albans Bill- 
posting Company after SO years 
with that firm. 

“T was quite an important person, 
with an admiring crowd following 
me around to see the illustration on 
the latest theatre ster,” Mr. 
Chesher tells me. is work took 
about three hours each week, and 
when I had posted about a hundred 
sheets I was paid Is. 6d.!| Farm 
stock and auctioneers’ sales were 
done by fly posting on farm build- 
ings, barns, etc. If | was caught 
which was not very often—the 
matter was settled by the payment 
of one penny!” 

Now that he is going to live 
near Dorchester, Mr. Chesher has 
had to give up his membership of 
the Mid-Herts Football Association 
management committee and his 
work for the local branch of the 
British Legion. “There couldn't 
be a better or more considerate 
boss” is his verdict on Mr. 
McLellan. 


- * * 


EN HIS new book, Jet (published 
by Frederick Muller), Sir Frank 

hittle acknowledges a debt to 
R. B. Williams-Thompson (now a 
director of Sidney-Barton Ltd., 
public relations consultants). Sir 
Frank tells how, during the war, 
when there was a danger of his 
being placed on the supernumera 
list by the Air Ministry, the swift 
intervention of Mr. Williams- 
Thompson (then chief information 
officer of the Ministry of Supply 
and Aircraft Production) brought an 
immediate offer from the Minister, 
John Wilmot, of the post of tech- 
nical adviser on engine design and 
roduction to Controller of 
Supplies (Air). Whittle, of course, 
accepted. 


Contact 


WEEKS WISECRACK 


~ 


“And they are hoping that 
some of the Socialists 
will take the White Paper 
as red.” 
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> 4 genc y with an oe y< to the fu turc WILLING’S PRESS SERVICE LTD, 356-364 GRAYS INN RD., LONDON, W.C.1 
. Telephone: TERMINUS 1212 
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: In a Commanding Position... 


* 


THOAIURMPION PUMEPeimsms Pp. sagsaaraie 


The “Chronicle & Keho”™ building has a command- In its area, the * Chronicle & Echo ~ (A.B.C. net daily 
ing position in the Market Square, Northampton. sale January-June, 1953-—47,940) is as command- 
right in the heart of this thriving Midlands county ing as its home. Its door-to-door sale is reflected 
town; famous for footwear; centre of a prosperous in its pages of ‘smalls and it is a first-choice with 
agricultural area ; home of important and fast-grow- national advertisers. 
ing engineering and clothing industries. 

Its stable-companions. the “ Mereury & Herald”. 
233-year-old weekly with a special appeal to the 
Qin the right is the new wing. just completed, which farming and rural community, and the bright pictorial 
has added nearly 5.0100 sq. ft.. to the main building, * Northampton Independent ~ complete a trinity 
planned to rank among the most modern and best- which make the Northampton district an ideal test 
equipped newspaper offices in the country. area for every product. 


Por all information about Northampton and its newspapers consult 
A. Robertson-Macdonald, Advertisement Director, Provincial News- 
papers, Ltd., 2. Salisbury Square, E.C.4, (Telephone ; Central 9462). 


Chronicle x Echo 


Northampton’s only Evening Newspaper 
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No fewer than 10,000 replies were 
received for a “find the title” 
competition organised by Gerald 
Bowman, Evening News columnist, 
and the publicity department of The 
Associated British Picture Corpora- 
tion, in connection with a new 
Technicolor Irish comedy. 

x * * 

F. E. Martin, editor of The Meat 
Trades’ Journal since 1937, was 
recently entertained to luncheon by 
the directors to mark his ‘Oth 
anniversary with that journal. 

oa * * 

John Denison has returned to the 
Washington Hotel, Mayfair, to 
handle publicity for a short while 


Scotched 


A ban on tramcar window posters 
advertising alcoholic liquor has been 
reaffirmed by Dundee transport com- 
mittee despite protest that it was “a 
pity to lose possible revenue from 
the biggest advertisers in the 
country.” 

* * A 
An exhibition of colour photo- 
raphs taken on the British Mount 
:verest Expedition will be on show 
at the Kodak Gallery, 184 Regent 
Street, London, W.1, from Novem- 
ber 23. 
* * * 

The Daily Mail have appointed 
Keystone Press Agency sole official 
ye ag to the Ideal Home 
“xhibition, March 2-27, 1954. 

oa * * 

The need for an organisation to 
publicise the county of Angus as 
a holiday resort was stressed by 

A. Nicholson, manager and 
secretary of the Scottish Tourist 
Board, when addressing Dundee 
Business Club. 


Ads. on the prom 


A standard type of advertisement 
board for kiosks on the promenades 
at Douglas, Isle of Man, is being 
considered by the Douglas Council. 

* + * 

Burnley, Colne and Nelson Joint 
Transport Committee are to invite 
quotations for both interior and 
exterior advertisements on _ their 
buses 


* ~ Ba 

A special Christmas version of 
Beecham’s Radio Luxembourg show 
“Take Your Pick,”’ a “give-away” 
quiz programme, will be recorded 
on Wednesday, December 2. All 
the prizes will be toys, and children 
will be allowed to attend 

oe * aK 

Members of the Incorporated 
Guild of Hairdressers are to be 
asked by their executive whether 
they are prepared to pay another 
£2 a year, on top of their annual 
subscription, to finance a national 
advertising campaign. 

* * * 

Mills & Rockleys Ltd.'s sub-branch 
office at Ilkeston has been closed. 
Posters for display in Eastwood, 
Giltbrook, Heanor, Ilkeston, Kim- 
berley, Langley Mill, and West 
Hallam should be sent to the firm's 
billroom at 22-24 Wollaton Street, 
Nottingham. 


Ad. fillip for 
Scots papers 


The Scottish Motor Show, which 
opened at Glasgow, on Friday, pro- 
vided a big fillip to advertising. 
Several papers carried supplements, 
while a great many others added to 


their pages. 

The Scotmnen carried a 14-page 
supplement on the opening day of 
the show, while the G w Herald 
carried 12 pages extra. The Motor 
World, the only Scottish motoring 
journal, produced a special Scottish 
Show number with 32 es. 

The Glasgow Daily Record had 
an extra seven pages, Glasgow 
Evening News cight pages, Glasgow 
Evening Citizen six pages, Edin- 
burgh Evening Dispatch = cight 
ages, Aberdeen Press and Journal 
our pages, Ayrshire Post three 


ages, Dumfries and Galloway 
Geand ard two pages, 
Advertiser four pages. 

* * * 


To advertise the last two issues 
of Woman, Odhams Press com- 
missioned artwork from two leading 
Continental fashion artists—Christel 
of Copenhagen and Gruau of Paris. 

* * * 


For the first time since the war, 
The People is using film publicity 
to advertise a feature series. The 
film, which was made by Theatre 
Publicity Ltd., is being shown in 
the Republic and in Northern Ire- 
land towns, and it publicises the 
autobiography of Barry Fitzgerald. 
the film star, which begins in the 
Northern Ireland and Republic 
editions on Sunday. This series is 
also being supported by a strong 
campaign in the Irish press and a 
large-scale 16-sheet poster display. 

tk ok a 

One of the first attempts to 
classify the main woodworking 
machinery and equipment manu- 
facturers in this country is made in 
the November issue of Woodwork- 
ing Industry, the technical journal 
of the timber-using industries. In 
addition to its usual features this 
issue contains « special Buyers’ 
Guide and Directory to manufac- 
turers’ suppliers in the U.K. The 
classified directory is in two parts 
manufacturers being listed in alpha- 
betical order and by product. There 
is also a stand-by-stand review of 
the exhibits at the Silver Jubilee 
Building Exhibition which opened 
at Olympia yesterday, in an issue 
carrying 644 pages of advertising. 

* Bd * 


The Daily Sketch are launching 
what they describe as a “Boom 
Week" on Monday. A heavy 
national and provincial press cam- 
paign will be run supported with 
window stickers, showcards and 
posters. 

* th a 

A feature on how, through enter- 
prising packaging, a wider variety 
of goods is now being marketed in 
self-service stores in the United 
States is included in the November 
issue of Self Service. 


* * * 


As from January 1, 1954, Light 
and Lighting will double its page 
size to a type area of 10 in. x 7 in. 
Rates will increase by about 20 per 
cent ‘black and white page from 
“£15 to £18) and the selling price 
from Is. 6d. to 2s. 


Publications News and Notes 


To celebrate the jubilee o! 
borough status for Bromley th 
Bromley and Kentish Times pub 
lished a supplement reviewing a! 
aspects of civic development in th: 
last SO years. Including the supple 
ment, the issue ran to 18 pages 
the largest published by any pape: 
in the Kentish Times series sinc 
1939. As there are now nin 
columns per page, it was almost 

uivalent to a pre-war issue of 
24 pages. 

+ 7 . 

News-stand copies of the Decem 
ber Reader's Digest offer subscrip 
tions for readers to give as Christ- 
mas gifts to their friends. An 
“easy-to-fill-in” order card is bound 
into each copy. 

* * * 

The fifth in the new series of 
commodity reports, dealing with 
men’s and women’s outerwear, was 
issued by the Daily Herald this 
week. 

+ * + 

Sales of this year's Show issues of 
The Motor Cycle were the highes! 
ever recorded in the journal's ‘0 
years’ history. Print orders for both 
the Show Guide (Nov. 12) and 
Show Report (Nov. 19) were con 
siderably in excess of 250,000. 

ok tk ae 

Taxation, which has been giving 
an A.B.C. figure of 11,500, claims 
since November a guaranteed sale 
of more than 15,000. 

a * * 

The Shrewsbury Chronicle ran i's 
first full page advertisement since 
the war for Shukers, local retailers 
of kitchen and household equipment 


ADVERTISER'S WEEKLY 


lhe Evening Standard are using 
this poster as part of their publicity 
drive for their classifieds 


* + * 

Christmas hampers are prizes, for 
the eighth successive year, in a 
Sporting Record limerick contest 

* a a 

Nursing Notes Ltd., celebrates its 
twenty-fifth anniversary on Novem- 
ber 22. Its journal Midwives 
Chronicle and Keriag Notes is, 
however, 66 years old, and was the 
first paper of its kind ever pub- 
lished in this country 

* Bs * 

On Tuesday, December 8, The 
Times will publish as a separate 
issue, The Times Survey of Elec- 
tricity Supply in Great = 
will comprise 24 pages, full news- 
paper size, and will be sold at Is. 


Pytram are renowned 
for these amazingly life-like 
models. 


three - dimensional 


Moulded in rubber and perfect in every detail, they 
provide the kind of attraction that puts the sale into 
point-of-sale. 


PYTRAM LIMITED, DUNBAR 


ROAD, NEW MALDEN, 
Telephone: MALDEN 3225/7 


for ‘live’ publicity 
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Baracuta sign 
new agents 


Baracuta have appointed 
Lovell and Rupert Curtis Ltd. to 
handle their advertising for 1954 
One of the leading advertisers in 
the rainwear field, this account 
was previously handled by W. H. 
Emmett & Co., Ltd 

Plans are being made for an 
extensive national campaign. 


Eamonn Andrews 


sells Roll-tip 


A new national campaign started 
this week for Roll-tip ball pens 
featuring Eamonn Andrews and the 
new Rollomatic retractable, which 
retails at 3s. 6d. Half pages, 11 
inch d.c., 8 inch d.c. and 6 inch d.c. 
spaces will be used. 

Media include the Daily Express, 
Daily Herald, Daily Mail, Daily 
Mirror, Daily Sketch, News 
Chronicle, and London evening 
newspapers. Paul EB. Derrick Ad- 
vertising Ltd. are the agents. 


Selling British suits 
to G.Ls 


U.S. service personnel in Ger- 
many were recently given permis- 
sion to wear civilian clothes off 
duty. Now Alexandre Ltd., tailors, 
are taking space in service news- 
papers circulating over there and 
are sending salesmen to tour the 
U.S. bases. 

They say they are doing a fair 
volume of business. A similar 
sales drive has been conducted in 
iP S. bases in this country for some 


Current Advertising 


Foaming cleansers get extensive 


advertising 


Two important developments 
in the cleanser market are to 
receive heavy advertising back- 
ing. Hudson and Knight Ltd., 
are launching a Vim that lathers 
while Hedley’s are introducing a 
new Mirro with “Miracle Suds.” 

Large spaces in national news- 
papers are being taken for 
“Sudsy Vim.” The advertise- 
ment includes a strip cartoon 
feature—‘Adventures of Sudsy 
Vim” who, in this first tale, 
teaches a housewife about 
“Operation Frying Pan.” Lintas 
Ltd. are the agents. 

Press advertising for Muirro 
with Miracle Suds claims that 
“Tt dissolves grease seconds 
quicker.” A coupon worth three- 
pence is being sent to house- 
wives in several areas, including 
Greater London. Lambe and 
Robinson Ltd. are the agents. 


Miniature Surf 


Lever Brothers are sending out 
miniature Surf packs to every home 
in London. The pack is specially 
designed by Lintas and is, in fact, 
a miniature replica of the full-size 
pack. Enclosed with the sample is 
@ coupon worth Sd 


OSTRICK 


appoints 


ARTIST 
PARTNERS 


as his 


SOLE 
AGENT 


SLIX SWIM WEAR 
KENSITAS CIGARETTES 
ASTRAL SOAPS 
CHURCHMAN CIGARETTES 


MODESS SANITARY TOWELS 


ao 


a 
— 


These are but a few of the 
products OSTRICK has 
helped to popularise by his 
delightful drawings. We 
shall be happy to show you 
further specimens of the 
work of this brilliant Artist 
ut you will ask us. 


OSTRICK ts exclusively represented by 
ARTIST PARTNERS LTD. 


44a Dover Street, 


DESIGNED FOR SLIX LTD 


London W.1. HYDe Park 9941 


AGENT F. JOHN ROP LTD 


Novemuerk 19, 1983 


Campaign prepared 
in three days 


Mayfair Advertising Ltd. had a 
rush job last week. On Wednesday 
their clients, A.C. Cars, telephoned 
them saying that they wanted to run 
during the 


a national campaign 


eries Ltd. have doubled their ad- 
vertising 
being booked in local county news- 
papers in Surrey, Sussex, Berkshire 
and Hampshire 


which was brewed for the new 
reign. Agents 


Cycle and Motor 
opening at 
Saturday. 


Cycle 


APPROPRIATION 
DOUBLED 


Friary, Holroyd & Healy's Brew- by Thursday 


passed to 


midday. 


appropriation. Space is 


newspapers on Friday. 


Evening Standard. 
Ihe copy features Sovereign Ale 


T. B. Browne Ltd. papers. 


e AT A GLANCE e 


ACCOUNTS MOVING: 


Telesurance Ltd. (national and provincial press) to Townend- 
Smith and Hardy Ltd. 


Jefferson's Scotch Ginger Punch, made by S. Z. Jackson, to 
Howards Press Advertising Ltd. (Hull); Contours Ltd. (national 
and provincial newspapers and national magazines), Watson 
& Sons (Electro-Medical) Ltd.. New London Electron Ltd., 
for F. W. Sears Ltd.; Lanarkshire Bolt & Rivet Co., Ltd., 
to Doig Advertising Ltd., Newcastle, from January |; Bara- 
cuta rainwear (national press) to Lovell & Rupert Curtis Ltd. 


NEW ACCOUNTS: 


Douglas Fraser & Sons Ltd., W. Alexander & Co. (Coach- 
builders), Lid., and Flexible Ducting Ltd., for A. N. Spicer 
(Advertising) Ltd. (Glasgow); G. Durrant & Sons Ltd. and 
Taylor Industrial Clutches, for A. N. Spicer (Advertising) [td 
(Manchester); Gough Cooper & Co., Ltd., building and civil 
engineering contractors and specialists in soil stabilisation, 
(architectural press and South of England newspapers), for 
Arthur Knight Co., Ltd.; James Nabb & Co., automobile 
component manufacturers, for John Willis Advertising Ltd. 
(Manchester). 


Abix (Metal Industries) Ltd. (trade and technical press) for 
F. W. Sears Ltd., from January 1; Beanstalk Shelving Ltd. 
for Ripley, Preston & Co., Ltd; A. & B. C. Chewing Gum 
(children’s and trade press) for Digby Wills Ltd.; Central 
Tourist Office of Croatia for Auger & Turner Ltd. 


NEW CAMPAIGNS: 


Roll-tip ball pens (Pavi E. Derrick Advertising Ltd.) national 
dailies and London evenings; A.C. Cars (Mayfair Advertising 
Ltd.) national dailies and London evenings; Truvox Ltd. 
(Austen- —- Advertising Ltd.) national, provincial, radio, 
a hic and music trade press; Friary, Holroyd and 

aly’s weries Ltd. (T. B. Browne Ltd.) county newspapers 
in Surrey, Sussex, Berkshire and Hampshire; Franpear lace 
handkerchiefs, made by Francis and Pearse Ltd. (Howard 
Panton Ltd.) Picture Post, Tatler, Weldon's Ladies Journal, 
Woman, Vogue and trade press; Moygashel fabrics, made by 
Stevenson & Son Ltd. (Lendon Press Exchange Ltd.) spring 
campaign using national daily and Sundays, women’s maga- 
zines and trade press: Coats Satinised thread (Colman, Prentis 
and Varley Ltd.) women’s magazines and trade press; Greaves 
and Thomas Ltd. (Kingscott Ltd) women’s and national maga- 
zines; A. C. Buckingham Ltd., bed and bedding manufacturers, 
(Larder and Stevens Ltd) West country newspapers; Furniture 
Industries Ltd. (Alfred Pemberton Ltd.) women’s magazines 
and London evening newspapers; Heatmaster tableware, made 
by H. H. Linton & Co., Ltd. (The Applied Designs Co., 
Ltd.) national, provincial and trade press. 

Thermega electric blankets (Charles F. Higham Ltd.) 
national daily and Sunday newspapers; Sudsy Vim (Lintas Ltd.) 


national press; Mirro (Lambe & Robinson Ltd.) national 
press. 


PUBLIC RELATIONS ACCOUNT: 


D. C. Watson & Co., Ltd. (smoked turkey), for S. C. Peacock 
Ltd. (London). 


Show 
Earls Court on the 


Details were fixed, including lay- 
outs for 10 different advertisements 
These were 
ellazana Ltd. and set 
tings were in the hands of the first 
The first 
appeared in Saturday's issue of the 


Papers on the schedule include the 
national daily and Sunday news: 
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BOY’S OWN PAPER receives many letters like 
this. Just one reason why the Christmas B.O.P. 


contains more advertisements than any other issue 
in its long history—51] {} pages with 141 advertisers ’] 
represented by 45 agencies. From these figures 0 Y 


emerges one indisputable fact. If you’ve something 
PAPER 


Advertisement Manager : George H. Phipps 
LUTTERWORTH PERIODICALS LTD., 
4Bouverie St., London, £.C.4. Phone: Central 1732-3 


to sell the modern teen-age boy, you can’t do 
better than advertise it in the BOY’S OWN PAPER 
—the best magazine in the world for boys. 


FOR IMMEDIATE RESULTS AND FUTURE GOODWILL 
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SALONE INTERNAZIONALE 
DELLA TECNICA AT TURIN 


ANGLO-SCOTTISH PICTURES 
are proud to announce that their 


| Technicolor production 


The Bournville Story 


made for Cadbury Bros. and already ac- 


claimed by British advertisers, the Press, 


and THE PUBLIC, has been awarded THE 


FIRST PRIZE IN ITS CATEGORY—a Goldeu 


Polyhedron—and, the ABSOLUTE FIRST 
prize for the Festival—a model of the 


Turin city bull. 


THE BOURNVILLE STORY 
A TECHNICOLOR FILM 
PRODUCED AT 
LONDON FILM STUDIO, SHEPPERTON, BY 


ANGLO-SCOTTISH 


| PICTURES LTD 


A MBMBER OO} LE ASSOCIATION OF SPBCIALISED FILM PRODUCERS 


Display and 
screen print 
awards 


The four-day Screen Printing 
and Display Production Exhibi- 
tion opened on Tuesday at 45 
Park Lane, W.1 

Organised by the International 
Screen Printer and Display Pro- 
ducer the exhibition will close at 
5 p.m. to-morrow (Friday). 

On show are the entries and 
award winners in this year's 
competitions arranged by the 
Display Producers and Screen 
Printers’ Association. 

At the official opening, Basil 
Burton, chairman, World's Press 
News Publishing Co., Ltd., de- 
clared that the size and quality 


| of the show had exceeded expec- 


tations and that visitors from 


| abroad were coming to see it. 


He could see no reason why the 
exhibition should not become an 
annual event 


All the winners 


Award winners in the Display 
Producers and Screen Printers’ 
Association competitions are as 
follows: 

Section 1—-Display “Multiple” 

The Holstius Cup: 1, F. P. & 


N. (Silk Screen Printers), Ltd., 
London (Italian Line display). 
2, Display Craft Ltd., London 


(Interchangeable display for 
Shell Products). 3, Presentation 
Ltd. (B.O.A.C. Display, “Comet 
& Argonaut”) 
Section 2—Display 
The “Display” 


“Solus” 

Trophy: 1, Apex 
Studio (London) Ltd., London 
(Special window display 
B.O.A.C./Quantas). 2, Clifford 


| Publicity (Displays) Ltd., King- 


ston-on-Thames (Miniac display). 
3, Barbara Brook Displays, Lon- 
don (Display, French Railways}. 

Section 3— Exhibition Stands — 
The Phillip Weisberg Cup: 1, 
Ace Associated Woodwork Com- 
panies Ltd., London (Exhibition 
stand, Mullard). 2, Ace Associa- 


ted Woodwork Companies Lid., 
London (Exhibition stand, Whes- 
| soe). 3, Leon Goodman Displays 
| Ltd., London (Exhibition stand, 
Lacrinoid Products). 

Section § 
Printing 


Screen Process 
(Mechanised) — The 


Winner of the Holstius Cup 


NoOveMBER 19, 1983 


This entry won the Ridout and the 


cups. 

Dane Trophy: 1, Hellawells, 
Manchester (Tennants’ Barley 
Wine). 2, Display Craft Ltd., 


London (Cut-out showcard for 
Kia-Ora Soup). 3, Leon Good- 


man Displays Ltd., London 
(Bibby’s Soaps “Basket 
Woman”). Commended, Presen- 
tation Ltd. 

Section 6—Screen Process 


Printing (Non-Mechanised)—The 
Treleaven Cup: 1, Display Craft 
Ltd., London (Display set for 
Clark's Country Club Shoes). 2, 
Display Productions Ltd., Lon- 
don (Hercules showcard). 3, 
F. P. & N. (Silk Screen Printers), 
Ltd. (B.O.A.C. Japanese Girl). 
Commended, A. & H. Print Pro- 
cesses Ltd. (Martell brandy), Ex- 


pedite Publicity Ltd. (cut-out 
showeard, hosiery) 

Section 7—Screen Process 
Printing (Posters)}—The George 
Hall Trophy: 1, A. & H. Print 
Processes Ltd. London (Van 
Heusen - shirt). 2, Expedite 


Publicity Ltd., London (double 
crown poster, Christmas Festivi- 
ties). 3, F. P. & N. (Silk Screen 
Printers) Ltd. (Bata Shoe). Com- 
mended, Supasigns Ltd. (Rayon, 
4 sheet poster); Display Craft 
(Blue Grass poster). 
Section 8—-Screen Process 
Printing (Technical achievement) 
The 1LS.P. & D.P. Award: |, 
Olley & Rowley Ltd., London 
(Perez book cover). 2, R. Foster 
& Co. (Display) Ltd. (Coronation 
souvenir calendar). 3, A. & H. 
Print Processes Ltd. (Bridge & 
Lake (Experimental)). Com- 
mended, R. Foster & Co. (Dis- 
play) Ltd. (Black glass jar and 
lid); A. & H. Print Processes 
Ltd. (Van Heusen shirts). 
Section 9-—Cinema Advertising 
—The ‘Kinematograph Weekly” 
Trophy: 1, Gordon's Publicity 
Ltd, Manchester (“Malta 
Story” display). 2, Advance Pub- 
licity (1953) Ltd, London, W.1 
(Book display for window “The 
Heart of the Matter”). 3, Supa- 
signs Ltd., London, N.1 (“Desert 
Song”). Commended for publicity 
value, Gordon's Publicity Ltd 
(“Laughing Anne” poster) 
Ridout Cup (best entry all 
sections): Won by A. & H. Print 
Processes Ltd. with Van Heusen 
shirt entry. 
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@ Continued from page 399 


Film men reply to 
ISBA allegations 


formances, and deal only with 
figures officially published by the 


Board of Trade. The Board 
of Trade Journal of May 26, 
1951, gave the estimated total 


capacity of the cinemas in this 
country as about 71 million seat 
performances per week. 
“Assuming that this figure has 
remained constant, the position 
for the calendar year 1952 is as 
follows: 
1. Available capacity, in terms 
of seat performances per week, 
including Sundays but not 
children’s Saturday morning 
performances 71,000,000 
Average weekly attendances, 
including Sundays but not 
children’s Saturday morning 
performances (Board of Trade 
Journal, May 30, 1953) 
24,255,000 
3 Percentage of attendances to 
capacity 34°16 per cent 
“This figure of 34°16 per cent 
represents the 1952 percentage of 
attendances to potential capacity 
calculated only on_ published 
Board of Trade figures and with- 
out taking into account the 
known drop in potential capacity 


Attendance checks 


“The Screen Advertising Asso- 
ciation has maintained since 
1950, a complete list of all 
cinemas in this country with the 
seating capacity and number of 
performances per week in each 
one. This list is checked and 
amended regularly from figures 
obtained from cinema exhibitors 
and all changes are notified 
monthly to members. 

“The reductions in the number 
of performances per week and, 
to a limited extent, in the actual 
number of seats, as checked and 
notified up to the end of 1952, 
amount to about one million seat 
performances. Extended Sunday 
opening since 1950 has added 
390,000 so that the net reduction 
is approximately 610,000 seat per- 
formances per week. 

“Every reduction in potential 
capacity has been taken into 
account by contractors when sub- 
mitting distribution schemes to 
advertisers, 

“Taking into account this re- 
duction in potential capacity, the 
actual position for 1952 is as 
follows: 
| Available capacity, in terms of 

seat performances per week, 

including Sundays but not 
children’s Saturday morning 
performances (71 million less 


tv 


610,000, see above) 70,390,000 


2. Average weekly attendances, 
including Sundays but not 
children’s Saturday morning 


performances (Board of Trade 
Journal, May 30, 1953) 

24,255,000 

3. Percentage of attendances to 

capacity 34°5 per cent 

“When official figures were 
first published by the Board of 
Trade in 1950, it became possible 
to calculate the proportion of 
average weekly admissions to 
potential capacity. This figure 
was 35°6 per cent. 
applied, however, was 35 per 
cent. While there has been a 
reduction from 35°6 per cent to 
34°5 per cent, advertisers are not 
being asked to concede more than 
was conceded to them when the 
percentage was originally fixed 
in 1951. 

“Minor variations of this 
nature, in the opinion of the 
Screen Advertising Association, 
do not warrant rate adjustments 
being applied.” 


s’ 
Football 
Warland, the combined Dorland 
and Armstrong-Warden team, scored 
their first victory in the Advertising 
Football League this season by beat 
ing Dorset House 5-3 Wilson 
scored a hat trick for the winners 
Results of matches played in the 


London Advertising Football 
League—-Tex Press 5, Royds 0; 
Allardyce Palmer 1, L.P.E 3 


Newnes 5, Bensons 0; Warland 5, 
Dorset House 3. Newnes head the 
table with 10 points, followed by 


The figure | 


London Press Exchange with 8 and | 


Tex Press, 7 


LEGAL AND GAZETTE 


Court grants 
petition for 
winding-up 


An order for the compulsory winding- 
up of Creative Journals (industrial) Lid 
was made by Mr. Justice Roxburgh, in 
the Chancery Division, on Monday, on 
the petiuon of John Michael Ryan, 
director of the company, of Grosvenor 
Street, W. 

Counsel for petitioner said the petition 
had been adjourned for the two sides 
to reach a setthemem. There had not 
been a settlement and the petition was 
not now opposed 

Mr. P. Sykes, for the company, said 
he also appeared for contributaries repre- 
senting one half of the capital They 
did not now oppose the petition although 
that did not involve necessarily an ad- 
mission of the allegations in the petition 

The judge: Those, where necessary, can 
be gone into in the winding-up. 


[“< PERSPEX ” 


FABRICATING “EJLIT” 
MOULDING Iuminated 
LETTERING, ETC. Signs to order 


TRADE INQUIRIES INVITED 
G. FENTON LTD. 
233/5 Westbourne Grove, 
London, W.1! BAYswater 1610 


THE CRANMER GROUP 
CREATIVE DESIGNERS FOR 
PRODUCT 

PACK 
and PRESENTATION 
with a technical bias 


ATHLON RD., ALPERTON, MIDDX. | 


Perivale 9126 (3 lines) 


For “‘ Multilith’’ and Rotapri: 
The only kind of speed that our ci 
interested in is SPEED COMBINED V. 
BILITY—which is the kind of service 
Litho has been consistently giving s: 
Strand Litho every department is plan 
your platemaking with smooth effi 
idea to finished plate. So to be su 
friendly, personal attention to ever, 
phone Strand Litho. 


| THE STRAND LITHOGRAP 


$7 FARRINGDON: ROAD 


Colour 


PHOTOGRAPHS 
al their best... 


. come from Morath's 
colour laboratory — the 
most modern in the 
country. Enlargements 
up to Sft. — the largest 
direct colour prints made 


in England. 
Photographer 
M tl of Industry, 
or al 1 People and 
ine is Scenery 
Private of London 
Residence 


14, Cornwall Gardens, S. Kensington, 
London, S.W.7 Tel: WEStern 2652 


rConsistent Hig!) Quality with- 
A SPEEDY REL! \BLE SERVICE 


\DVERTISER’S WEEKLY 


Users 
ers are 
1 RELIA- 
t Strand 
1936. At 
» handle 
y. from 
f quick, 
etad . 2 


H)2,N 
P E} 
TERMINUS 


2691/4 


c Co. LTD. 
DON « E.C.| 


LON 


PHOTOPRINT 


COMPANY 


SMALL or LARGE 
quantities of 


COPY NEGATIVE 
PHOTOGRAPHIC PRINTS 
All sizes up to 15" x 12” 
| PHOTOGRAPHIC SHOWCARDS 


and 
| REPRESENTATIVES ALBUMS 


13 CHEPSTOW ROAD 
CROYDON - SURREY 
Tel. CROYDON 4616 


WHEN PEOPLE 
ARE HAPPY 


they're in the right frame of mind, 
more receptive, more open to sales 
suggestion. Here, then, is your unique 
opportunity to catch the eye of 


750,000 DANCERS of all ages 
who patronise 
THE HAMMERSMITH PALAIS 
DE DANSE 


in the course of a year, by using one of 
the attractive Glass Fronted and Fluor 
escent Lighted Display Showcases which 
are now available. 
Amongst those using Showcases ore 
Evan Williams & Co., Led. 
Saville Perfumery Led. 
Colgate-Palmolive-Peet Ltd. 
and The Orient jewel Co., Led. 


ADVERTISE AT THE RIGHT 
TIME AND IN THE RIGHT 
PLACE 


Enquiries to:— 
William Samuel (Display) Led., 
17 Philpot Lane, London, E.C.3 
Tel: MANsion House 0428/9 


al 


“FARMERS’ JOURNAL” 


(Official Organ of Ulster Farrvers’ 


Union) 


For efficient cove: 

of farmers th - 
out the Six Counties 
of Ulster. 


A.B.C. figures 


24,440 


Belfast Office: 

18 Donegall Square, East. Tel. Belfast 24397 
London Office: 

69 Fleet Street, E.C.4. Tel. Central 5453 


mEneen OF THE 
avoir BUREAU 
OF CIRCULATIONS 


SILK SCREEN ARTS LS 


97 SHIRLEY ROAD. CROTOOR 

2400'18COmBet Stat-o 
HIGHEST GRADE 
CLEAN © SHARP ) EXPRESS 4 
CRAFTSMANSHIP DELIVERY 


“DAY-GLO"? printers 


SPLEDY SERWICE 
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1 CLASSIFIED ADVERTISEMENTS 


ELECTRICITY SUPPLY BOARD 
IRELAND 


The Electricity Supply Board has 
it, Head Office at Dublin for the following 


COMMERCIAL ARTIST. Appoint 
ment at appropriele point in scale, at 
present £780 to £1,050 


ASSISTANT PUBLIC RELATIONS 
OFFICER. (Commencing salary £750 } 


COPYWRITER. Mole or Female) 
(Commencing salary £600 | 


vacancies in 


Applications for the posts which, subject to 
@ period of probation in each case, are 
wholetime and pensionable, should be 
addressed to the Board's Personnel Officer 
at 27 Lower Fitzwilliam Street, Dublin, so 
as to reach him before 6th December, 1953 
Applicants must state for ahich post they 
a@ applying and must set out clearly details 
of age, education, training and expenence 
Candidates for posts (a) and ic) will be 
expected to include specimens of thew work 
with thew applications or to forward them 
os early os possible 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 4%. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display et inch. Minimum, 3 lines. Box No. 
charge, one line plus 9d. covering postage, Series rates on application: all 
advertisements under seven insertions MUST oe PREPAID. Address “Advertiser's 
Weekly,” 180 Fleet Street, London, B.C.4. CHAncery $844 (Ex. 25). 


APPOINTMENTS VACANT 


— Vacant: “The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a mao aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless he or she, of the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952.” 


ASSISTANT| | 


required 
18-23, FEMALE 


to work under direct supervision of Publicity 


COPYWRITER 
IDEAS MAN 


REQUIRED 
in busy Publicity Departmen, 
with expenence 


preterably 

im advertising domestic 

electrical appliances and/or heavy electrical 

engineering products) Age about 25/30 

Applications giving details of experience, 
age and salary required to 


Employment and Welfare Manager 


JOHNSON & PHILLIPS LIMITED 


Manager of expanding manufacturing 


concern in West End London. The applicant 
should be able to produce visuals and good 


selling copy, up to finished art. Suit Junior 


FOR A 
SPECIAL 
ASSIGNMENT 


London Advertising Agency 
requires a man for a senior 
executive post asthe Agency's 
resident representative on 
Clients’ premises in Provinces 
Applicants must be capable of 
working On own initiative; 


must have all tisin 
Artist’ already ust have all-round advertising 


increased scope. Write fully, stating salary 


Agency trained deswing Victoria Works, Charlton, London, $.€.7 
PATRICK | DEMPSEY 


Secretary 


experience and abilities, to- 


LONDON FIRM unten industrial gether with some knowledge 
colloids requires experienced Publicity of 
Assistamt. Duties include preparation 
of copy for technical literature, display 
advertisements, sales booklets and 
leaflets. Ample scope for energetic 
man with sound advertising knowledge 
Write, giving details of education, 
experience, salary required, to 
Box 6050 Ad. Weekly 180 Fleet St EC4 

Wo 5. KNEE LID. TROWBRIDGE, 
require the services of a young adver- 
tising manager, Store experience 
essential. Permanent, pensionable posi- 
tion. Apply Noel Knee, 14 The Halve, 
Trowhridee 

CREATIVE STUDIO MANAGER to take 
charge of Studio in Yorkshire Advertis- 
ing Agency. The man we want will be 
in the £1,000 p.a. class. Preferabiy 
between 30 to 40 years of age. 

Box 6016 Ad. Weekly 180 Fleet St EC4 

FIRST-CLASS GENERAL ARTIST re- 
quired to produce good slick roughs 
and finished art, including figure work. 
40-hour week and no Sats Experi- 
enced men only. Write or ‘phone Mr. 
Gibbs, Maxwell Clarke Ltd., 34-35, 
High Holborn, W.C.1. CHAncery 4563. 


Top-Flight - 
VISUALISER | 


required, to 


Box 6101 
Advertiser's Weekly 180 Fleet St EC4 


A OMINENT COMMERCIAL 
VEHICLE MANUFACTURER in the 
Home Counties has a vacancy on its 
Publictty Staff for a competent technical 
copywriter, Write giving full details of 
experience and salary expected to Box 
EA. 2278, AK. Advg., 2124 Shaftes- 
bury Ave., London, W.C.2. 
PRODUCTION ASSISTANT 

Age 20-23 
3 years’ Agency experience essential Appli 
cants will either have finished of be exempt 
from National Service. Knowledge of Block 
making and Ordering are required together 
with @ kheenness for detail 


Box 6102 
Advertiser's Weekly 180 Fleet St EC4 


industrial conditions and 


employee re- 
The task 
social 


management 


ONE STENCIL a TTER, two Screen 
Printing operators wanted immediately. 
Anthony P. Jefferys (Printers) Ltd., 
1-3 Smedley Street, Wandsworth, 
S.W.k. MACaulay 6445 


ARTIST REQUIRED for 
hietty Consultancy handling technical 
accounts, Must be able to produce 
wood layouts and finished artwork for 
Press Ads. and Brochures. A good 
knowledge of type and type layout and 
of the production of Adaptations is 
essential, ‘S-day week Apply, with 
full details, to 
Box 6113 Ad. Weekly 180 Fleet St BC4 


7 


lationships is of 


considerable import- 

ance; the right person to assist 

with it will be paid a good 

London Pub- salary 

Write, giving full personal details 
and career, to 


Box 6117 
Advertiser's Weekly 
180 Fleet St EC4 


IF YOU ARE UNDER 21, 
competent shorthand typist, 
English, a pleasing 
want to make 
and publicity, 
Salary £6 


female, a 
have good 
appearance and 
a career in advertising 
I have a job for you 
Hours 9-5.30. No Satur- 
days Firm in South-East London, 
but offices shortly moving to Central 
London. Lots of dull filing and office 
routine to begin with 

Box 6066 Ad. Weekly 180 Fleet St EC4 


require an experienced 


Advertising Executive 


fo act as personal assistant in Hull to the 
Advertising Director 


Mail Order Assistant Manager wanted 


at once for 
business 


important direct 
(hooks) in Central 
handling extensive volume despatches 
and credit accounts. Large trained 
staff, modern premises. Good salary, 
conditions and excellent prospects for 
energetic man with drive, ambition 
and real organising ability. Know- 
ledge modern accounting methods 
necessary and general training to 
held a senior position in an Advertising Agency B. Com, standard desirable but not 
essenual. Age preferably 30-35 but 
older man of outstanding ability 
would be considered Write giving 
details of experience, education, age 
and salary required wo 


Box 6065 
Advertiser's Weekly 180 Fleet St EC4 


postal 


This newly created London, 


Wanted 


position is permanent, pensionable and pro 
gressive, and allows a wide measure of 
freedom and responsibility to give full scope to 
creative and administrative talents. The suc 


cessful applicant, who will be somewhere 


If—and only if—you are one of the best 


between 33 and 40 years of age, must have 
visualisers in London and you know that or a Company marketing nationally advertised 
lines. Salary will be commensurate with the 
experience of the 
and the 


successful applicant 


you can fill a big job, with a matching 
tesponsibility of the position 
Applications, which will be treated in strict 
should be marked * 


and addressed to the 


salary, we would like to hear from you. 


conlidence, Personal '* 


Write, in confidence, to the Managing 


DISPLAY 


CRAFTSMAN, — experience 
should 


include a knowledge of car- 
pentry, colour spraying and signwriting. 
Full details, including age to 
| Box 6079 Ad. Weckly 180 Fleet St EC4 
contact | REPRESENTATIVE required by display 
Executive with organisation producing exhibition 
Unique oppor stands, multiple displays and screen 
tunity for a person with ambition printing. Full details to 
secking the support of a sound com- Box 6076 Ad. Weekly 180 Ficet St EC4 
pany with modern equipment specialis- TWO GENERAL ARTISTS = required, 
ing in production of high quality must be fully experienced and able to 
printed work for industrial firms produce first-class lettering and = art- 
Box 6067 Ad. Weekly 180 Fleet St BC4 work for reproduction, Good salaries 
CAPABLE PERSON for copy and plus bonus to right man (or woman) 
make-ups (several publications). Know- Excellent opportunity to join a rapidly 
ledge of work essential Fleet Strect expanding agency. Write, stating ex- 
area Write fully stating salary perience, etc., to Art Director, John 
| Box S988 Ad. Weekly 180 Fleet St BC4 Halifax Itd., 12 Grey Friars, Leicester 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


Advertising Director, 


Director— Reckitt & Colman Ltd., Hull. 


LONDON PRINTERS wish to 
an experienced Sales 
established connection 


GORDON & GOTCH ADVERTISING LTD. 


75-79 Farringdon Street, E.C.4 
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APPOINTMENTS VACANT 


Direct 
Mail Executive 


Energetic Executive, experienced in 
all forms of direct mail, urgently 
required by leading London Agency 
Applicants should be specialised in 
this side of advertising technique; 
able to create and plan in detail 
the use of direct mail material. 
Experience of the Motor Industry an 
advantage. Write fullest essential 
details of experience to 


Box 6103 
Advertiser's Weekly 180 Fleet St EC4 


COMPANY IN THE VICINITY OF 
COVENTRY scck the services of a 
senior Assistam in their Advertising 
Department with a view to taking over 
as Manager within a few months of 
appointment. Applicants must be 
accustomed to press layouts and copy, 
catalogue and literature layouts, Ex- 
cellent opportunity for those seeking 
to achieve managerial status. Com- 
mencing salary £500 p.a. Write stating 
age and full details of previous 
caperionce to 

Box 6068 Ad. Weekly 180 Fleet St bC4 


TOP FLIGHT REPRESENTATIVE 
FOR SHOWCARDS AND CUT-OUTS 
REQUIRED FOR 
LONDON AND PROVINCES 


Only applicants of highest proven 
capabilities and those who are ex- 
perienced in dealing with principals 
and senior executives need apply 
High salary, commission, car and 
all expenses are guaranteed 
Applicants must have established 
connections with National Advert- 
isers. This position offers unlimited 
scope and income to right man but 
only first-class man with large and 
live connection will be considered 


Applications to : 


WEDEKIND & CO. LTD. 


46 Comden Hig Street, N.W.1 
‘Phone : EUSton 1857 of EUSton 8157 


| 


WELL-KNOWN TRADE PAPER PUB- 
LISHERS require an intelligent space 


salesman, Personality of greater im- 
portance than previous experience. 
Salary, commission and expenses. Full 


particulars of past career to 
Box 6055 Ad. Weekly 180 Fleet St EC4 


YOUNG LADY required as assistant; 
used to clerical work and accounting 
in Advertising Agency Studio or Com- 
mercial Arn Studio. Call or write, in 
confidence, giving particulars of age, 
experience and salary required to 
Studio Manager, Saward, Baker & Co., 
Lid., 27 Chancery Lane, W.C.2. Phone 
HOLborn 3721 


PACKAGING & DESIGN 
GOYA LIMITED 


require a keen young male 


ARTIST/DESIGNER 


with experience to manage packag- 
ing and display studio at Amersham 
Excellent prospects. Please write in 
detail stating experience, age and 
salary required (no specimens 
required initially) to 


The Advertising Manager, 


GOYA LIMITED 
Badminton Court, Amersham, Bucks. 
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CLASSIFIED ADVERTISEMENTS 
| 


Can you sell Display? 
We want a first-class 


SALES EXECUTIVE 


Knowledgeable in the Display and Exhibition 
Field. The right type can certainly anticipate the 
remuneration he is looking for. 


future prospects. 


Write Managing Director 


PICTORIAL DISPLAY LIMITED 
26 WESTMINSTER BRIDGE ROAD, S.E.1 


Interesting 


| WEST END AGENCY requires experi- 


| 
| 
| 
| 


| 


enced voucher clerk Five-day week 
Write in first instance giving experience 
and salary required to 

Box 6070 Ad. Weekly 180 Fleet St BC4 


TECHNICAL REPORTS, BROCHURES, 


PUBLICITY. Experienced man re- 
quired to organise publicity section for 
London plastics factory, Must be very 
experienced in technical reports, Know- 
ledge of engineering an advantage. 
Write full particulars in first instance to 
Box 6090 Ad. Weekly 180 Fleet St £04 


First-Class 
VISUALISER/COPYWRITER 


wanted 


Executive position offered to man 
of ability, experience and versatility 


HAMILL TOMS LIMITED 
Registered Practitioners in /.dvertising, 
Regency House 
Montpellier Exchange 
Cheltenham 


PRODUCTION 


INVOICING CLERK 
(Female) required by large West End 
Advertising Agency. Write, stating full 
details of experience and salary re- 
quired, to 

Box 6114 Ad. Weekly 180 Fleet St EC4 


ARTIST-DESIGNER 
wanted 


for creative designs, layouts and 
schemes for labels, showcards, 
advertising and display material 
Imagination and a good knowledge 
of typography valuable. Scope for 
considerable advancement for really 


good man 


Walsall Lithographic Company Limited 
Midland Road =- - ~- Walsall 


YOUNG MAN, who has completed his 
National Service, to take complete 
charge of Voucher Departmem. Write, 
giving full details of experience and 
salary required, to Media Manager, 
Richard Pots & Partners Litd., 34 
High Holborn, London, W.C.1. 


, PRODUCTION ASSISTANT required 


| 
| 


Aged 25-28 years Fully experienced 
in blockmaking, typesetting and genera! 
production depariument routine. This 
job offers excellent opportunities for a 
keen man. Write or phone for an 
appointment to Production Manager 
Alfred Bates & Son Ltd, 130 Fleet 
Street, B.C.4. Central 8831. 


| KEEN YOUNG = SPACE-SALESMAN 


required by well-known group of Fleet 
Street periodical-publishing companics 
Commencing salary £7-8. Full particu- 
lars of age, experience, etc., in strict 
confidence, to 

Box 5833 Ad. Weckly 180 Fleet St. bC4 


| 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


} 


| 


| PICTORIAL PUBLICITY 


a pleasant team here, to work with 
} 


TYPOGRAPHER 
VISUALISER 


it you're a bright type, you're in 
demand. We want you too. There's 


Creative Director 


COMPANY LIMITED 
28 Denmark Street, London, W.C.2 


A 


YOUNG LADY SECRETARY) 
SHORTHAND TYPIST required by 
Publicity Manager also editing house 
magazines Experience of pubtishing, 
publicity and production Progressive 
post Write stating salary required, 
etc., to 


Box 6081 Ad. Weekly 180 Fleet St BC4 


Are you an experienced 
creative advertising 

man knowledgeable in 
the Shoe Trade? 

(We want a man with 
IDEAS tec sell the goods) 


Managing Director, 
PICTORIAL PUBLICITY 
COMPANY LIMITED 
28 Denmark Street, London, W.C.2 


BENGER LABORATORIES LIMITED 


invite applications for the position of 


ADVERTISING 
MANAGER 


AT THEIR HEAD OFFICE IN CHESHIRE 


Applicants must have a good knowledge of all aspects of 
modern publicity and recent practical experience of both 
consumer and technical advertising. The present advertising 
staff is small and will remain so, the Advertising Manager 
working in the main through the agency and outside organ- 


isations. 


The position is permanent, 
pensionable (contributory scheme). 


progressive and 
All applications, which 


will be treated in confidence, should give fullest particulars 
of experience to date, age, etc, and be addressed to — 


MARKETING CONTROLLER, 
BENGER LABORATORIES LIMITED 
Holmes Chapel, Cheshire 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Layout Man 


able to produce well finished 
roughs for posters and press 
ads., to work in Publicity 
Department of 


GENERAL FILM 
DISTRIBUTORS LTD. 
127 Wardour Street, 
London, W.1 


rapidly expanding agency studio. 
Five day week, pension scheme. 
Write giving details, age, experi- 
ence, salary required to :— 

ART DIRECTOR, W.P.S. LTD., 
356-364 GRAY’S INN RD., LONDON, W.C.1 


Write, giving full details of 
experience and salary required, 
to the Personnel Manager. 


PUBLICATIONS ASSISTANT required | EXHIBITION AND DISPLAY designer - 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 
“The engagement of persons answering these advertisements mast 
cal Office of the Ministry of Labour or a Scheduled Employment 
graphy, proof reading, copy detail and enced. Apply Milor Display Service, 

general production and progressing WL. 
essential Good opportunity for | GOOD LETTERING ARTIST required 
{|  thrustful, methodical person. Write age, Permanent position. Ring Euston 3718 
full —_ of experience and salary Mr. Hurn, for appointment 
required w aoa 
. 7 : , DO YOU AIM TO DEVELOP INTO A 
Box 6118 Ad. Weekly 180 Fleet St EC4 USEFUL “ALL ROUNDER”? If so. 
and you have a head for detail to cope 
Advertising Manager with general “‘traffic’’ duties, can write 


applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

she, or the employment, is excepted from the provisions of the 
Notification of Veeuneles Order 1952.” 

required at once straightforward copy, prepare simple 

Experienced Space Buying, Copy, Layout layouts, and are under 25, there may 

etc State experience and qualifications be a place for you in the Export 


Artist 
Commencing salary £500—£600 according Acvomming Csonaem <6 6 fies 


required by 
Must be fully o. and able 
to produce first-class lettering and 
art work for reproduction. Here is 
an excellent opportunity for a man 
ia aniiiantings manufacturer in West London. This 
Marble Arch Motor Supplies Led. | | Cony “uill be somebody whom we think 
4 peowmenieire , capable of growing with it. Write, 
ROOney 2187 Stating age, experience and salary re- 
quired, to 


or woman with ‘style’ to join a 
Box 6097 Ad. Weekly 180 Fleet St KC4 


ESSEX CALCULATING SERVICE 
LUD., requires temporary Comptometer 
operators to work in all areas. The 
position would) offer fairly regular 
work in and around your own district 
and would be particularly suitable for 
married women who are unable to 
take a permanent position through 
domestic ues An excellent salary is 
offered to tully experienced applicants. 
Seven Kings 9933 Paddington 4070 


TWO EXPERIENCED 7 
LETTERING ARTISTS REQUIRED 


Must have studio of agency experience, 
write, giving full particulars of experience, 
age, salary required, etc., to:— 

R. D. BRADFORD 
The Fleet itlustrating Service 
10 Argyll Street, London, W.1 


Leading Dealer - Service Orgenisati 
We require a keen young man il cine said 


requires 


Enterprising Sales 
Promotion Executive 


who must have worked as a typographer 


in an Advertising Ageacy. 


to develop enquiries for 


This is not a senior position, but it does window display campaigns on 


behalf of National Advertisers. 


offer good opportunities 


Applicant must be man of 
ideas and ambition and able 


to create own advancement. 


EXPERIENCED PRODUCTION CLERK, 
under 25, is required by leading 
London agency Good working con- 
ditions and prospects. Five-day week. 
Apply, giving age, experience and 
salary required, to 
Box 6109 Ad. Weekly 180 Fleet St EG4 


to the right person. 


Comprehensive details to; 
Armstrong-Warden Box 6056 


require a Advertiser's Weekly 180 Fieet St EC4 
GOOD LETTERING ARTIST 


preferably with Agency experience 
Telephone Studio Manager, 
TEMple Bar 6351 for an appointment 


TYPOGRAPHICAL LAYOUTS. Adver- 
tising Agency requires young man or 
woman with experience in producing 
type mark-ups for foundry and news~ 
paper setting. Good sense of design 
and thorough knowledge of types 
essential. Write, call or phone, Crane 
Publicity Ltd., $/9 Quality Court, 
anes Lane, W.C.2. Tel. CHAncery 


APPLY, GIVING FULLEST DETAILS TO :- 


Art Director 


LET'S GET TOGETHER. Have wp 
level technical and executive experience 
on a variety of prominent accounts, 


| An, Copy, Visuals, Contact, Manage- 
FOOTE, CONE & BELDING LTD. ment, media, with more than a passing 


ability in cach. Would like meet a 


27 HILL STREET, LONDON, W.I 


kindred soul stcong an contact and a 
few accounts so that we could build 
together. Offer cheerful co-operation, 
some finance, unswerving loyalty, 
several gallons of midnight oil and a 
sincere appreciation of your confidence. 
Have some idcas on accommodation, 
too. Would welcome eee 
Write fully without qualms 

Box 6120 Ad. Weekly 180 Fleet St EC4 


Visualiser /Layout Man 


wanted by International Advertising Agency. 

Opportunity to learn and teke over a 

department. Write stating experience, age 
and salary to: 


Box 6094 
Advertiser's Weekly 180 Fleet St EC4 


| 

FC B 

; = want a 

1 typographer 

: 

: ace ’ — 
a a 


Novemper 19, 1953 


APPOINTMENTS VACANT 


FIRST-CLASS 
LETTERING ARTIST 
also EXPERIENCED 
GENERAL ARTIST 
Apply 


STUDIO SEVEN LTD. 


47 RED LION STREET, W.C.2 
HOL 9357 


ADVERTISEMENT PRODUCTION 
ASSISTANT required by The En- 
gineer Applicams should he between 
20 and 25 years, have a sound know- 
ledge of blocks and copy procedure 
4 retentive memory and a good tele- 
phone manner. Previous experience of 
publishing preferred but not essential 
Apply in own handwriting, stating age 
and experience, to The Manager, The 
Engineer, 28 Essex Street, London, 

vole 


Ter 


West End (E 
Art Studio requires 


EXPERIENCED REPRESENTATIVE 


with live accounts. Excellent prospects for 
right man. Write or teleph for 
to:— 
mM. A. LYNCH 
96 Westbourne Grove, London, W.2 
BAYswater 2162 


aic 


WINDOW DRESSERS REQUIRED by 
Bourjots Lid. for S.W, 
Wales and N. England and Scotland. 
Applicants must be resident 
and Leeds areas. Good salary, 
penses, car supplied. 
Please write in confidence, stating age 
qualifications and experience, 
Stanbrook House, 2/5 Old 
Street, London, W.1 

GENERAL ARTIST required for nation- 
wide company Must be quick and 
versatile Pension Scheme Applica- 
tions to the Advertising Manager, 
Box 6098 Ad. Weekly 180 Fleet St EC4 

ORGANISER OF PACKAGED FX- 
HIBITIONS to stores required. Execu- 


tive experience, initiative and knowledge 


of publishing trade bulletins. 


Box 6112 Ad. Weekly 180 Fleet St EC4 


England and 


in’ Bristol 
ex- 
Superannuation, 


etc., to 
Bond 


| AVAILABLE IN LONDON 


ADVERTISING 


MANAGER 
M.LA.M.A. 


Box 5935 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION 


SHORTHAND-TYPISTS. Private Sec- 


retaries, Clerks, etc. If you are in 
urgent need of staff, contact Embassy 
Bureau, Excel House, Whitcombe 
Street, W.C.2. (WHltehall 5924.) We 
specialise in efficient personnel. 

ASSISTANT. Male 
shorthand-typist taking D.A.A. secks 
progressive opportunity. Creative mind. 
Box 5968 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT MANAGER 


of class magazine (not enough scope for 
ability) seeks change. Age near 40, wide 
expenence , would make good representative 
having sound contacts (including all 
Agencies) throughout England Keen interest 
Agriculture, S W Counties preferred Would 
accept smaller salary for “ bigger’ job 


Box 6018 
Advertiser's Weekly 180 Fleet St EC4 


MARKETING 


MANAGER | considering 
chanee, suceessful experience modern 
sales promotion research, suggest manu- 
facturers and Agencies for clients, 
examine need such services, consumer 
filed preferred 


Box 6088 Ad. Weekly 180 Fleet St bC4 


DISPLAY MAN scks post with display 


and 
with 


exhibition concern, London area, 
view to becoming production 
executive Highly qualified, with ex- 
perience im display and exhibition 
design and construction. Opening with 
prospects more important than im- 
mediate salary 

Box 6069 Ad. Weekly 180 Fleet St EC4 


WANTED 


PROGRESS MEN 


say between 25 and 35, 
closely with Senior Account Execu- 
tives. Thorough first hand experience 
of the basic processes of advertising 
production is essential. Must be able 
to control progress of scores of jobs 
and always know their current stages 
and appreciate their relative import- 
ance. Must be able to foresee snags, 
catch mistakes, and smooth the flow 
through all departments. Please write 

to: 


The Production Manager, 
MATHER & CROWTHER LTD., 
Brettenham House, London, W.C.1 


to work 


Lia) 


WANTED. 


CLASSIFIED ADVERTISEMENTS 


LADY, 


handing = corre- 
and efficient 


experienced in 
spondence in tactful 
manner; own typewriter: used to imter- 
Viewing and acting on own initiative 
having held confidential position 
Good personality 
Box 6084 Ad. Weekly 180 Fleet St PC4 
ADY ARTIST, available now, 6} years’ 
experience gencral artwork and letter- 
ing (London area) 
Box 6078 Ad. Weekly 180 Fleet St bC4 
‘REATIVE LAYOUT ARTIST, 35. 10 
years) Agency capernence Crood pre 
sentation layouts, typography. Now tree 
Box 6077 Ad. Weekly 180 Fleet St bC4 
FIRST-CLASS VISUALISER and Lay- 
out man with wide agency experience 
secks a change Has sound knowledge 
of typoeraphy, art directing and buying 
Only post in London Agency desired 
Box 609% Ad. Weekly 180 Fleet St EC4 
‘REATIVE ARTIST with & years’ ex- 
perience, at present working in large 
London Avency as Visualiser, Layout 
Artist and Copywriter, would like part- 
tume employment Capable of pro- 
ducing finished arnt work if required 
Box S803 Ad 
ARTIST, experienced, secks change. Lay- 
out, lettering, finished drawings £10 
Box 6105 Ad. Weekly 180 Fleet St bC4 
ART DIRECTOR, cxpericnced, versatile, 
enthusiastic, secks new horizons, 
Box 6106 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS FILLED 


THE POSITION ADVERTISED in two 
recem. issues of Advertiser's Weekly 
for Advertising Manager for 
cultural firm, Box No. 
filled All those who 
tion are thanked very 
their letters. 


ACCOMMODATION | 


made applica 
sincerely for 


One large or two small 
offices with telephone switchboard and 
reception services 


Box 6054 Ad. Weekly 180 Flee: St RC4 


FLEET STREET. 
fromt suite offices 
Rem £775 pa 
Norwood Road, 
Tulse Hill 6601/3 


STUDIO PREMISES 
on the ground floor 650 sq. ft. 
telephones, daylight rool, panejled 


walls, all conveniences. Power, Agreement 
3-7 years. 500 yards from Victoria Station 


Excellent first 

700 sq. ft. Lift. 
exclusive, Brett's, 353 
$.E.27 Telephone 


floor 


Two 


Anglo-italian 
49 Hugh Street, 5 W 


Publication itd. 
ViCtone 1037-8730 


PRINTERS 


To Printers: ADVERTISING CONSULTANT 
producing very high grade brochures and 
catalogues (letterpress and offset) also 
cartons, showcards, and displays, would like 
to hear from London or Country printers 
with capacity for handling first class work and 
whowould undertake the complete production 


Box 6072 
Advertiser's Weekly 180 Fleet St EC4 


SALES AND WANTS 


FOR SALE — ELECTRIC 

ANIMATED NEWS-SIGN 
similar to news sign in Times Square, New 
York, US A. Pertect condition—complete 
with § ton of Kraft insulated Paper Reels; 
Atomatic Diagraph and Stencils capable of 
giving @ venation of lettering and spare 
lamps, parts, etc On site in Belfast City 
Centre with Large Office (Excellent op 
portunity for Advertising Agent.) Or sign 
may be purchased and erected on Buyers 
own site Full details and price in con 

fidence from 

4. G. McKEARNEY, Cromac Chamber 
20 Cromac Street. Belfast, NORTHERN IRELAND 


Weekly 180 Flee: St BC4 


\DVERTISER’S WEEKLY 


BUSINESS OPPORTUNITIES 


ADVERTISE WITH | 

CRYSTAL PERSPEX RULERS 

scribed in colour with your message 

At lowest prices from actual makers 

THE NORMOGRAPH CO., LTD. 

Ite, Westbourne Grove, 
Lendon, W.2 
BAY 7222 


AGENCY WANTED. Agency Director 
responsible for several outstanding cam- 
patgans secks sizeable interest in small 
recornised advertising agency Would 
ideally suit older man wishing to take 
things casier, and feel safe in the 
knowledge that his partner's ambitions 
would be directed t mutual policy 
only and tw creating new business A 
warm and sincere personality with high 
academic qualifications and versatile 
technical talents Confidences ex 
changed 
Hox 6110 Ad, Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


CARTONS AND PACKS, etc. Designs 
or working drawings executed at reason~- 
able cost. 

Rox $979 Ad. Weekly 180 Fleet St BC4 

PREP LANCE ARTIST wanted for bigh- 
class showeards, cartons and labels 
Box 6073 Ad. Weekly 180 Fleet St bC4 

EXPERIENCED ARTIST secks free lance 
layout lettering, finished drawings, 
design Lyons, BAY $547. 

Box 6104 Ad. Weekly 180 Fleet St bC4 
cUT-OUTS AND GENERAL ART 

WORK. Iwo Artists with creative 

knowledge Specialists in all types 

of constructional cut-outs and black 

and white press work, 

Hox 6083 Ad. Weekly 180 Fleet St BC4 

DESIGNS for wine labels, soft drinks, 
food products, cutouts, ete,, good 
comtemporary design, Knowledge of 
production Roughs and finished 
drawines 
Box 6092, Ad. Weekly 180 Fleet St BC4 

FREE LANCE ARTIST, experienced in 
designing brochures and booklets, 
wamed by high-class primers. 

Box 6074 Ad. Weekly 180 Fleet St BC4 

LETTERING for all purposes, calligraphy 
designs by experienced artist, 

Box 6091 Ad, Weekly 180 Fleet St BC4 


MISCELLANEOUS 


DEBTS COLLECTED throughout Britain 
No resit—no comm e Hrtlegat 
(Estab, 1919) 80 Leeds Road, Bradford. 

COMMERCIAL ARTISTS need “Tech- 
nique of Advertising Layout.” Hun- 

of Mustrations. 185 pages. 
Cloth, 15s. Partridge Publications, 23 
Bloomsbury Square, W.C.1. 


AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Study 
Courses and Tuition in preparation 
for the above examinations. hese 
Courses have been prepared by ex- 
perienced and successful advertising 
men 

Year after year 1.C.S. Students figure 
prominently in the lists of pawes and 
with our help many advertising men 
and women have become Associates 
of the L1.P.A. of A.A, diploma 
holders. 

All our candidates are coached until 
successful without extra charge. 

We also give specialised training in 
COMMERCIAL AKT, POSTER 
DESIGN, LETTERING and SIGN 
WRITING. 

Write to-day for free book containing 
full information about our excellent 
instruction service. 


Dept. 28, INTERNATIONAL 
CORRESPONDENCE SCHOOLS, 
International Buildings, Kingsway ,W.C.2 


Phone your Classifieds to CHA 8844 (Ex 25) 


—s aaa 
— a 
— /—— | 
3 | ; 
_ =| 
— 

a _ 

= 

ee | 


ADVERTISER'S WEEKLY THurspay. Novemper 19, 1953 


advertiser's 
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55 - (overseas) 


STOP PRESS 


TAX RULING ON 
SAMPLES 


| Chancellor of Exchequer, in 
| written Parliamentary reply, said 
cost of promotional advertising of 
a commercial article, including 


national coverage of free. samples 
delivered by post, was admissible 
as deduction in hy ae. —s 


March of Education | #472“ 
NEW CAMPAIGNS 


poe 4 cmp _ been 
. , J Starte y upper. S inton, 
For all who are to-day concerned with education—for Woolley Lid., for “Blue Orchid 
Fectured’ by Dielavele’ (GB) Lae. 
‘s — acture y tlavelle (G.B. Ad. 
parents no less than for teachers, administrators and em- This campaign will reach peak in 
er ae when —_— 
° . ° . y . aces (includin s) 

ployers—The Times Educational Supplement performs an Geoete ts aulieah Gillie ant Ga 
; days, and — “4 ~ eo 
indispensable service. It puts new developments in educa- aa eam lee “Zabes. cough 
x . mixture, covering many nationa 
tion on the map. It assesses changes in practice over the and provincial newspapers. 


je ery sc > iversity. Sir Gerald Kelly, _ president, 
whole field, from the nursery school to the university. It Reval exdemy, Soi open exh 
. P : ‘ ° ition of merican an itis 
is a sounding board for the discussion of new ideas and iauemes at aponsesed 
oe a ut ~~ 3 
° : “ 3 t Street, ’ ib fl, 
methods at home and abroad. And it brings the whole Monday. November 36.” Exbibiel 
; 5 ; is in aid of Soldiers’, Sailors’ and 
developing pattern of present-day education into relation Almere Veins Aneeliten. 


: _ . nade « ame P. J. Clarke, advertising manager 
with present-day needs and problems. ¢ tn bh oe 
ltd., is to be sales manager of 
Millar & Beatty Ltd., Grafton 
Street, Dublin. 


THE %&& ete’ & TIMES alge 8, “eet, Ste 


executive. He was formerly with 
City Display Organisation. 


Educational Supplement — i 


manager of 
C.P.V. Italiano, Milan, in London 
Every Friday, Price 4d. on short visit, 


“ Advertiser's Weekly” under- 
THE TIMES Daily, Price 4d stands that the winding-up order 

ae bs | for Creative Journals (Industrial) 

THE TIMES LITERARY SUPPLEMENT = Every Friday, Price 6d. | Lid., reported on page 445, will 
THE TIMES WEEKLY REVIEW = Every Thursday, Price 6d. | not affect the continuity of pub- 

w Quarterly. Price 6d. lication of “Industrial Equipment 

THE TIMES BRITISH COLONIES REVIE Quarter! rice 6d. News.” December and Sanuay 
THE TIMES SCIENCE REVIEW Quarterly, Price 6d issues will appear at the normal 

THE TIMES AGRICULTURE REVIEW Quarterly, Price 6d time. Negotiations are continuing 


as to the future ownership of the 
THE TIMES REVIEW OF INDUSTRY = First Wednesday of every month, Price \s. journal. 


Published by the Proprietors, BUS! FSS PUBLICATIONS, Ltd., at their office at 180 Fleet Street, London, B.C.4. (Phone: Chancery 8844.) 
November 19, 1954. Printed in England by Keliher, Hudson & Kearns Lid., 14-17 Hatfields, London, §S 
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